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ECLOGLASS f'V:LITE 


The Original CEL-O-GLASS 


In the window materials field, no product is so well known, 
so much respected! And its reputation for greater strength 
and durability is unsurpassed. Now the manufacturers of 
R-V-Lite offer you — exclusively — the original Cel-O-Glass, 
in two types. The very finest — yet you make your full mar- 
gin of profit! See your distributor for details. 


CEL-O-GLASS 14 MESH. Heavily, smoothly galvanized 
screen wire, 14 mesh, impregnated with tough plastic. 
Extra-heavy duty for long service. 28”, 36”, 48” widths. 


CEL-O-GLASS 10x9 MESH. Plastic coated galvanized 
screen, 10x9 mesh. Tough, durable. 28”, 36”, 48” widths. 


THREE STORMLITE KITS 


Now there are three Stormlite kits, com- 24-SLH. Heavyweight polyethylene sheet, 
plete, ready for installation, indoors or 36x72’, complete with nails, molding 


outdoors. 


strips, and instructions. 24 to carton. 


24-SL. Regular weight polyethylene sheet, 24-SLT. Regular weight polyethylene sheet, 
36x72”, with nails, molding strips, full 36x72’, with 18’ pressure-sensitive tape. 
installation instructions. 24 to carton. Recommended for indoor installation. 24 


49er DISPLAY RACK 


5-Roll, 26” rack display. All metal frame, 
special measuring shelf, steel rule. Height, 
57”, requires only 22”x38” floor space. See 
your distributor for minimum order require- 
ments. 


to carton. rs OLIVE a 


Sr Ss he Be 


8-ROLL DISPLAY RACK 


Clean, compact de luxe rack that displays 
36” rolls of R-V-Lite or Cel-O-Glass materials. 
All metal, with measuring shelf and steel rule. 
See your distributor for details. 
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TRY ALL THREE 
TRUE TEMPER 4 
ROTARY EDGERS YOURSELF! 


You'll see how their self- 
sharpening, adjustable 
blades cut grass edges 
neat, trim, every time. 


In minutes you’ll be convinced that these 
are the finest rotary edgers you can stock 
and sell. Self-sharpening blade assures ex- 
cellent cutting action for the life of the 
tool. Adjustable tension lets you trim fine 
or coarse grass . . . in either direction. 

Shaped Northern ash handle. Comfort- 
able to hold, even after long use. Fire- 
hardened to seal out weather, wear and 
vermin. Riveted to ribbed steel braces 
for strength, long life. 

Don’t delay. Put True Temper Rotary 
Turf Edgers in stock for your customers 
today. See your wholesaler now. True 
Temper Corporation, 1623 Euclid Ave., 
Cleveland 15, Ohio. 






































5% |bs. 








Adequate weight in the head Wheel and hub rotate over fixed Heavy-duty tires stand up under All models cut fine or coarse 
where it’s needed for maximum i s th, easier years of hard use. Cross ribbed grass by simple setting of 
efficiency. (RE2 model above.) " for better traction. variable tension nut. 


TRUE EMPER YOU CAN LOOK TO G FOR LEADERSHIP 
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THE PERFECT BALANCE 
e Dependable Bolts 
e Sturdy Packages 


Durable steel! Uniform, smooth threads! Heads that hold 
with extra strength! That’s the quality you'll find in 
National’s most complete line of bolts. 

The color-coded label on the National package tells 
you immediately what type of bolt it contains. And high- 
visibility printing makes it easy to read... helps speed up 
selling and makes stock handling a cinch. Smudges or 
finger stains won’t show on the glossy surface of these 
sturdy boxes either, so they always look good on 
your shelves. 

Stock the complete line of National bolts. Their de- 
pendable quality and attractive packaging are a perfect 
balance for repeat business. All sizes and thread types 
are available. 


NATIONAL SCREW & MFG. CO. OF CAL. 


3423 So. Garfield Ave., Los Angeles 22, Cal. 
Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 


CARRIAGE BOLTS « MACHINE BOLTS e LAG BOLTS 
CAP SCREWS e WOOD SCREWS « PIPE PLUGS 
MACHINE SCREWS ¢ NUTS ¢ TAPPING SCREWS 
STOVE BOLTS e COTTER PINS 


| va «, 
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Hodell Chains Chester Hoists 
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SIGN OF THE ARTISAN 
SYMBOL OF EXCELLENCE 















Next year Crescent will have devoted half a cen- 
tury to designing and manufacturing fine hand tools. 
The first tool in the Crescent line was the world- 
famous Crescent Wrench. Today, almost as many 
Crescent and Crestoloy Wrenches are purchased as 
all other makes of adjustable wrenches combined. 
In the past year several new tools have been added 
to the Crescent line, including open end, box, 
socket and pipe wrenches. More will be announced 
in 1957. If you demand quality, performance and 
long service in hand tools, look for the Crescent 
Trade Mark —Sign of the Artisan... Symbol of 


Excellence. 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retoilers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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COMMEN T — 


Best Wishes 
.... to the Entire Industry 


The night before Christmas, about 8,000 Western hardware 
dealers will lock up their stores to go join their families in a 
well deserved period of relaxation. 


Several weeks of hectic days of selling will be behind them. 
As they close up they will no doubt have reached an all-time 
record in gift selling. 


After Christmas comes a few more days of selling and then 
another holiday... New (Inventory) Year’s Day. This day sym- 
bolizes a brand new year ahead...new problems...new compe- 
tition... new taxes... new methods... new merchandising ideas 
... new goals. 


Some of these “new” things will come right out of the “blue.” 
Some are just old problems with a new twist. These are the kind 
you can anticipate in general and this is the time of the year 
to do your anticipating. 


To look ahead, look back at last year’s experiences and see if 
you can get some ideas to guide you in planning for 1957. These 
experiences should help you in planning how much to spend in 
1957 on advertising, window displays, and special merchandising 
events. They should help you plan on reshaping your inventory 
in order to increase your turnover and many other things. 


If you conscientiously “anticipate” next year’s plans, our “best 
wishes for a happy and profitable new year” will come true. 


Sl tlls Cillein. 








Just in time for the big gift season--- 


NEW PVREX CRADLED AND 
DECORATOR CASSEROLES! 


These high-profit items will 
help boost your holiday sales! 



















1% qt. white PYREX 
Casserole with brass 
plated cradle, $2.95, 


gift packed. e Your customers will really go for these 


smart, new PYREX Casseroles—because 
_ they’re so good to own and so good to give! 


e In addition, each one of these handsome 
casseroles is beautifully gift-packed, ready to 
go. So be sure to order plenty for display and 
stock of the new Cradled Casseroles shown 
here, and the new oval-shaped Decorator 
Casseroles shown below. 


2 qt. turquoise PYREX 
Casserole with brass 
plated cover, cradle and 
candle warmer, $5.95, 
gift packed. 


New oval shaped PYREX New oval shaped PYREX New oval shaped PYREX New oval shaped PYREX 
Decorator Casserole is white Decorator Casserole is pink Decorator Casserole is tur- Decorator Casserole is char- 
with turquoise snowflake pat- with white daisy pattern. 1% quoise with white snowflake coal with white snowflake 
tern. 1% qt. $2.95—2% qt., qt., $2.95—2% qt., $3.95 pattern. 1% qt, $2.95— pattern. 1% qt. $2.95— 
$3.95 2% qt., $3.95 2% qt., $3.95 


Actual figures prove your PYREX ware 
investment works twice as hard for you! 


j $13.11 
we Bit oe This chart is the result of an exhaustive The figures are the aver- 


six - month survey in the housewares ages in these nine typical 
departments of nine department stores stores . . . as found in 
by the Russell W. Allen Co., nationally normal operation. 


known retail store analysts. 


TC] AVERAGE HOUSEWARES: 


[ } PYREX WARE 


December full-color ads push PYREX for gifts! 4 fae 


e@ These are the leading national magazines that will 
carry the “PYREX ware for gifts” story to your customers jiinme 86 


6.281 
H— 














. ‘ . $1,228 
in December. So put PYREX ware “up front” in your $1,000 $1,000 2. 
. i 
store, and watch those extra profits roll in! ves 
WNITIAL RETALS AVERAGE ANNUAL AVERAGE AVERAGE 
INVESTMENT FOR TURNOVER RETAIL PER CENT ANNUAL 
SALES PROFIT DOLLAR 
PROFIT 
CORNING GLASS WORKS, CONSUMER PRODUCTS DIVISION, CORNING, N. Y. 
VISIT THE CORNING GLASS CENTER, CORNING, N. Y. “PYREX” is a registered trademark in the U. S. of Corning Glass Works, Corning, N. Y. 
For Details Circle 6 on INQUIRY CARD 
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chain dale” 


A FILE FOR EVERY’ PURPOSE 
...BY NICHOLSON 







Nicholson and Black Diamond make exactly 
the right file for every chain saw need— 
and your customers know about it through 


extensive and hard-hitting advertising. 





NOT SHOWN: 


@ Lozenge Chain Saw file, which is pre- @ The 887 Chain Saw file has two bevels 
ferred by some filers for sharpening hood- and the 565D has four bevels. Both are de- 
ed-type chain saw teeth. signed for Oregon Chain Saw teeth. 





@ Square Chain Saw file, which permits @ Mill Bastard file is often used for lower- 
two cutting surfaces of the chain saw teeth ing depth gages. The 8" size is most 
to be filed simultaneously. popular. 


Be sure to stock —and display —all Nicholson and Black Diamond Chain Saw files 


ett, NICHOLSON FILE COMPANY, PROVIDENCE, RHODE ISLAND 
2 u.s. A.” (In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 
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Merchandise Now In The News 












100 — HANDSOMELY GIFT-PACK- 
AGED, this Mouli Salad Set makes a 
perfect gift for the holiday season, 
bridal showers or the week-end host- 
ess. The salad maker has five rust- 
resistant steel discs, for preparing 
any solid or leafy vegetables or fruits; 
that will slice, chop, shred or grate, 
as well as chop ice. Unit has fold- 
away rubber-tipped legs which makes 
for easy storage.— Mouli Manufac- 
turing Corp. 





101—SIMPLE APPLICATION makes 
Dab, a new liquid plastic repair that 
quickly seals leaks in vinyl plastic 
pools, toys and rainwear, a natural 
item that can be used by the whole 
family. Punctures are sealed perma- 
nently with a penetrating chemical ac- 
tion similar to a weld. The repair ac- 
tually becomes a part of surface that 
is as strong or stronger than original 
material.—R. M. Hollingshead Corp. 





102—HAND LANTERN designed for 
use by motorists, truckers, outdoors- 
men, farmers and in all emergency 
lighting applications is lightweight, 
and has a seamless construction metal 
push button switch, and an aluminized 
reflector which provides a long range 
searchlight beam. Lantern fits into 
most car and truck glove compart- 
ments. Priced at $4.25 without battery. 
National Carbon Company. 








103—BICO-FLEK, a newly-introduced 
product, is formulated of fine quality 
lacquer particles of three schematic 
colors. Upon application these colors 
blend to form a decorative effect of 
lasting beauty. Hundreds of different 
triadic color themes can be achieved 
through the use of these pre-harmon- 
ized colors in flat, semi-gloss and gloss 
finishes. Easy to apply.—The Bishop 
Conklin Company. 








104A—HEAVY DUTY “Duke” wheel- 
barrow, features a deep drawn, seam- 
less tray made of heavy gage steel. 
Round and smooth corners enables 
fast dumping and easy cleaning. It 
holds a heaped capacity of five cubic 
feet. All bolts and nuts are cadmium 
plated. Rugged and serviceable, it is 
an ideal wheelbarrow for contractors, 
farmers and industrial plants.—Mod- 
ern Tool & Die Company. 


105—CATTLE WATER BOWL, made 
of high tensile grey iron, complies 
with the United States Public Health 
recommendations, and more than 
meets the requirements for production 
of Grade A milk. Bowl has rounded, 
streamlined appearance with no sharp 
corners or obstructions. Valve has a 
gum rubber Fuller ball seating on an 
inserted brass seat.—Milwaukee Tool 
& Equipment Co. 
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106—“WEDGLOK” LINKS permit a 
sling chain user to assemble his own 
sling chain from running lengths of 
chain, or to repair slings quickly in 
the field without special equipment. 
The links are as strong as Cam-Alloy 
Chain itself. To asemble a new unit, 
all that is needed is a master ring, 
a given lenth of chain, hook and 
“Wedgloks” to connect the parts.— 
Campbell Chain Company. 





107—EVANS “POWER-TAPE*“ has a 
Y, in. blade that can be automatically 
returned to its case under fully con- 
trolled speeds by pushing a button on 
the side of the case. With the speed 
control mechanism there is no blade 
whip-lashing. Blade comes to a com- 
plete and positive stop when button 
is released. Tapes are priced for “im- 
pulse” sales. The 6-foot tape retails 
for $1.19.—Evans Rule Co. 
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108—GRC DRAIN COCK KEY for 
use on hot-water and steam heating 
relief valves, radiators, etc., is die cast 
in one piece to produce a stronger 
key. It is %” long 13/16” wide at the 
wings, and 5/16” wide at the barrel, 
and is nickel plated. Keys are at- 
tractively nickel plated and are pack- 
ed 100 to the box for quick counter 
sales.—Gries Reproducer Corporation. 
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109—THREE-IN-ONE Oster juicer- 
slicer-shredder operates on the motor 
base of the Osterizer liquefier-blender. 
The juicer-slicer-shredder has a sep- 
arate disc for each job. It juices 
apples, plums, mangos, berries, papa- 
yas, grapefruit, or fresh pineapple. 
Ideal for slicing and shredding vege- 
tables for salads, fruits for pies, and 
cheese for spaghetti or au gratin 
dishes.—John Oster Mfg. Co. 





110—THE WRIGHT POWER SAW 
takes the hard work out of pruning, 
trimming and other cutting opera- 
tions. Lightweight, the gasoline-pow- 
ered unit features a_ reciprocating 
blade action which works like a hand 
saw. Saw starts and cuts smoothly 
and easily with no dangerous “grab- 
bing” or “kicking.”—Thomas Indus- 
tries, Inc. 





1l11I—NEW ADDITIONS t the Trump 
line of garden tools is a lawn edger, 
and a three-pronged nand cultivator 
featuring a welded cross bar giving 
the three heavy steel tines added 
sturdiness and greater durability. Both 
tools are made of high-grade, heavy 
gage, cold-rolled steel—Animal Trap 
Company of America. 














112—SAFETY AND BEAUTY are 
combined in the #605 Magic Mirror 
Door Grille. The housewife can see 
who is at the door without opening it, 
while the person outside is unaware 
of her presence. Weatherproofed, 
grille prevents drafts in the home 
when installed. Wide variety of fin- 
ishes.—Ajax Hardware Company. 
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NEW- 


Color-Coded Inventory Labels! 


INVENTORY 
CONTROL 


WORKING LOAD Limit 


wceT BURLINGTON, (OW 
to! ov 


CAMPBELL CHAIN Compey | 


YORK. PENNSYLVANIA. << 


Instant, visible inventory record of each chain 
grade right on the label. No more time-con 
suming, back-breaking 


physical inventory ! 


EXCLUSIVE WITH CAMPBELL’S EXACT 


‘MEASURE: MARK" 





CUONGNGNGE ONGNONGNY 


Only Campbell gives you a complete program—at no 
extra cost—to make it easy to buy—stock—sell chain. 


EXACT MARKING 


Chain is marked precisely at every five feet for quick, 
easy, accurate chain handling. 


COLOR-CODED IDENTIFICATION 


Color markings identify each grade of chain—in or out 





of the container. Green for "Proof Coil” —Red for BBB” 
—Blve for “High Test Steel”—Orange for "Cam-Alloy 
Steel.” 


STANDARD PACK 


In each container, guaranteed footage by chain size and 
grade is marked on the label. Standard package cost. 


Get ta touch with your Campbell representative— 


or write us direct. You'll want the full details on all the 
many profit advantages Campbell offers you! 


CAMPBELL 
CHAIN 


AVAILABLE ONLY FROM 


CAMPBELL CHAIN ornccx, 


Main Office, York, Pa. 
West Burlington, lowa « Portland, Oregon « Sacramento, Calif. 


Makers of the famous Lug-Reinforced Tire Chains 
For Details Circle 8 on INQ Y D 

















NEW PRODUCTS 





113—-STOW-A-WAY wall hanging 
bracket so that scale can be hung on 
wall when not in use, and a handy 
chrome handle, are features of the 
new Weighmaster scales. Available 
in all chrome finish with colored 
rubber mats, or in baked enamel 
finishes —Hanson Scale Company. 





114—REDESIGNED Green Spot 
Sprinklers feature close-to-the-ground 
construction for greater stability and 
extra eye-appeal. Sled runners are 
tipped on ends for easy dragging. 
Coupling nut has an extension to ease 
attaching of hose.—Scovill Manufac- 


| turing Company. 





115—NEW LINE of putty knives and 
scrapers is being introduced in the 
“Red” Russell line. Features are 
cushioned-plastic head on handle 
which “gives” in the palm of the 
hand, and reverse form, non-slip 
thumb guides. Top rivet is hollow so 
that tools may be hung up.—The 
Russell Harrington Cutlery Co. 
Continued on page 44 
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PORTER VINYL 
ELECTRICAL TAPE #107 

8 mils thick 

¥," x 66’ rdil in metal can, 
108 rolls per case. 

¥,” x 30’ roll, 5 rolls per dispenser, 
100 rolls per case. 

Also in 36 yd. rolls in widths 

from ¥%” to 3”. 


PORTER VINYL 
ELECTRICAL TAPE #110 
10 mils thick 

In 36 yard rolls, 

Y%," through 2” wide. 
Also in widths to 
individual specifications. 
In cartons, 100 rolls 

per shipping case. 


from these 
selling features of 


PORTER 
VINVL S£i@hidl TAPE 





® HIGH DIELECTRIC STRENGTH 


Porter vinyl electrical tapes withstand high voltages 
without breaking down. No. 107 has 10,000 volts 
minimum resistance. No, 110, 13,000 volts mini- 
mum resistance. 


SAVES TIME 


Quicker than friction and rubber combinations. 
This vinyl tape does the job of both—in one 
operation. 


MAKES NEATER JOBS 


Less bulky for use in terminal boxes and other 
confined spaces. Wraps neatly on cable, wire, 
harness, etc. Adheres readily and contours easily. 


LONG LASTING 


Resistant to abrasion, water, acids, alkalies and 
corrosion. Withstands humidity, high temperatures 
and air exposure without losing adhesion. 





For steady, repeat business, Porter Vinyl Electrical Tape belongs 
on your shelves. Ideal for use on mass assembly of electrical parts, 
junction boxes, switchboards, electrical motors and fixtures. For 


extra sales, suggest Porter Vinyl Electrical Tape as essential 


insulation to every purchaser of electrical tools. 


Write for detailed information. 


H. K. PORTER COMPANY, INC. 
QUAKER PIONEER RUBBER DIVISION 


PITTSBURG, CALIF. 


QUAKER RUBBER DIVISION 


PHILADELPHIA 34, PA. 
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——By N. R. REGEIMBAL 





Chilton News Bureau, Washington, D. C. 


Improved Markets for Agricultural Supplies 
Forecast As Farm Income Begins Upward Trend 


Farm income, after steadily declining for the past five years, is on 
the way up. As a result, sales of farm equipment, hardware, seeds 





and fertilizers, and other items should begin to rebound. 


The U. 8. Agriculture Depart- 
ment reports that farmers re- 
ceived some $20.2 billion in cash 
from sales of farm production in 
the first nine months of this 
year. While this is a gain of only 
2 percent over last year, farm 
economists feel it represents an 
important step back up. 

This figure does not include 
any of the government payments 
to farmers—which are also ris- 
ing rapidly—so total farm in- 
come this year should be about 
10 percent above last year. 

This improving position of the 
farmer should continue into 1957 
and beyond, the government be- 
lieves. Congress next year will 
probably again try to develop 
additional programs to help 
farmers. 

As a result of the improved 
farm situation, the Agriculture 
Department believes sales of all 
types of farm equipment and 
machinery should improve. Farm 
machinery sales dropped from 
$2.3 billion in 1951 to about $1.8 
billion last year, but increases 
are in the wind. Farmers have 
put off purchasing this equip- 
ment in recent years, and should 
be back in the market soon. And 
farm mechanization is increasing 
—from 167 percent to 1,600 per- 


12 





cent for various types of equip- 
ment since 1940. 

With rising farm income on 
top of record high income in 
other lines of industry and busi- 
ness, this year’s Christmas sales 
will run from 38 to 8 percent 
above last year—setting new 
dollar records—government 
economists predict. 

Except for the drought- 
stricken areas, mostly in the 
Southwest, business should be 
good through the first six 
months of 1957 for hardware 
dealers. 


HIGHER FREIGHT RATES 
for the West are pretty definite, 
most transportation experts in 
Washington agree . Both 
Western and Eastern railroads 
are seeking a freight rate boost 
of at least 15 percent, and maybe 
as high as 22 percent; 7 percent 
right away, and the rest early in 
1957. A 15 percent increase, if 
approved by the Interstate Com- 
merce Commission, would cost 
shippers some $1 billion a year. 


CO-OP SALES are increasing 
. . . Cooperatives, according to 
the U. S. Census Bureau, op- 
erated 3,575 retail feed, farm, 
and garden supply outlets in 


1954 which racked up $1.3 billion 
in sales ... They also operated 
77 hardware stores with sales of 
$8.2 million; 253 lumber and 
building materials outlets with 
sales of $39.8 million; 120 farm 
equipment outlets with sales of 
$39.9 million ; 47 plumbing, paint 
and electrical equipment outlets 
with sales of $2.7 million, and 4 
sporting goods and bicycle shops 
with sales of $1.1 million. A 
movement is now under way, 
sponsored by the National Tax 
Equality Association, to secure 
Congressional repeal next year 
of the alleged tax advantages 
granted to co-ops which some 
businessmen claim gives them 
an unfair competitive advantage. 


HOUSING DECLINE has been 
especially sharp in the West, 
federal housing officials report 
. .. Builders are putting strong 
pressure on government to ease 
tight money, particularly by 
raising the interest rate limits 
on government insured home 
mortgages, to help spur a pickup 
next year ... The reduced home 
construction pace has had par- 
ticularly bad effects on the 
Western lumber industry—price, 
production, and orders are off. 


SPORT IS BIG BUSINESS, 
U. S. survey shows ... Some 25 
million hunters and fishermen 
spend about $3 billion a year on 
sports, $1.2 billion directly for 
equipment . . . Some 55 million 
persons will visit national parks 
this year for hunting, fishing, 
and other forms of recreation. 
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Good News/ 


a Supplex Hose for 
Every Customer 


TIRE-CORD REINFORCED hose in a full range of sizes is the “good 
news” for 1957. Only Supplex gives you the complete quality line— 


..and Transparent and Opaque top quality traffic builders, at com- 
petitive prices, round out the Supplex profit picture for you. 


TIRE-CORD REINFORCED — will not burst—even if left in the hot sun 
under full pressure. Provide your customers with a better hose and 
solve your “returns” problem once and for all. 


The exclusive “Mark of Quality”...Supplex Tire-Cord Reinforced 
Garden Hoses now have bright yellow vinyl sleeves at the couplings— 
another Supplex exclusive. Each sleeve is marked with the hose length 
and the “Supplex” trade-mark—a permanent “Mark of Quality.” 


SPARKLING TRANSPARENT—non-reinforced—two different diameters 
but top Supplex quality. Also opaque low priced traffic builders to 
meet chain store competition, yet backed by the famous “Supplex” name. 


You can’t offer better values...and we help you sell with big adver- 
tising and promotions that pre-sell your customers. 


Check over the line and order your Supplex Hose stock now. Profit 
with Supplex through 1957. 


SUPPLEX CoMPANY, Garwood, N. J., Division of American Hard 
Rubber Company. 


Tire-Cord Reinforced 
Garden Hose 
Won't burst even if left 
in hot sun under full 


water pressure. Full 
range sizes and lengths. 


Tire-Cord Reinforced 
Garden H 


ose 
Packed on Storage Reel 
for easier handling— 


Non-Reinforced 


—tough and burst-proof. 
margins 
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Garden Hose 
Finest quality traffic 
builders in V2” 1. D. and 
quicker sale. 4-Ply hose 7/16” |.D. at real low 
prices with full profit 


O 


RT-1 7/16” 1.D0.—3-Ply 
50 ft. $5.98 retail* 
Also 25 ft. and 75 ft. 


O 


RT-5 5%” 1. D.—3-Ply 
50 ft. $13.50 retail* 
Also 25 ft, 75 ft. and 200 ft. 





THE NEW SUPPLEX LINE 
VISIBLE TIRE-CORD 


Your customers can see it won't burst 





RT-7 %4” I. £-20y 
50 ft. $16.98 retail* 
Also 25 ft., 75 ft. and 200 ft. 





a REINFORCED 
aque Outer Jacket 
.- y professionel users. 


O 


ay | 5” 1.D.—3-Ply 
$12.98 retail* 
Also 3 tt, % ft. and 200 ft. 


O 


RS-17 34” 1. D.—3-Ply 
50 ft. $15.98 retait* 
Also 25 ft., 75 ft. and 200 ft. 





our Supplex 


mulate. 


~ 


Flexible Sprinkler 
Best Seller of All 
Test after test proves 
that dollar for dollar it 
out-performs all others. 


For Details Circle 11 on INQUIRY CARD 


RS-23 2” 1.D.—4-Ply 
ne on Storage Reel 
Also 25 ft. and 75 ft. 
* Fair Traded in States where legal 


y 
tising up "te the 
“dollars” you accu- 


NON-REINFORCED VINYL 
Economical quality leaders— 
both transparent and opaque. 


NT-32 .406 


. 1.0. 
50 ft. $3.98 Suggested a 
Also 25 ft. and 500 ft 





NT-33 2” 1. D. 
50 ft. $6.49 Suggested Retail 
Also 25 ft. and 75 ft. 





NS-41 7/16” 1. D. 
50 ft. $3.95 Suggested Retail 
Also 25 ft 





ft. $9.50 retail * 


Look for the AD-DCLLAR 


in your Supplex car 
tons* pays 100% 0 of 
adver- 





* Except non-reinforced Hose. 


for beep 
Designed to” 


plantings, garden rows, 
Virgin vinyl tube 

ays upward to cover 
pa root system. 
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BOKER tools are as finely made as the famous BOKER 
TREE 4 BRAND Cutlery .. . from special analysis, 
chrome vanadium steel—every tool load-tested, diamond- 
tested for hardness, and accurately machined. Your cus- 
tomers will go for them! 













Heavy duty Combination Pattern Snips will 
cut curves as well as straight lines, Other 
patterns and sizes also available, 


36507 10” size 
Patented Groove- 
Grip, 5 position 
adjustable Plier- 
Wrench — cannot 
slip. Forged ribs 
and grooves, 






Z - 6” and 7” sizes 

A popular Long-Nose Plier with keen side 
cutters. For electrical, radio and telephone 
work. The ali around home tool, 


Heavy duty side cutting Plier widely used 
by linesmen and, electricians and for 


maintenance repair, 
Ca 25179 — 412 5 


sizes 

Diagonal cutting Plier used by 
telephone, radio and electrical 
workers, ‘‘Do-it-Yourselves’’ and 
for general maintenance repair. 









6 





Chrome plated finish, spe- 
cial alloy steel thin 
Wrench, Exceptionally 
strong. 






B2 — 10” size 
Compound action Aviation Type 
metal Snips. Bl cuts left; B2 cuts 
right; B3 universal straight cut. 


The Seturday Evening 


4 POST 


Recognized Value 
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nuit Wot —the nation’s 


housewares and appliance 
















A and bush 
[Chesi 










buyers—to the biggest 





Housewares Show in the 


history of the industry! 


ra 


a 


National 
Housewares 


Exhibit 
January 17-24, 1957 


NAVY PIER 40 


DRILL HALL 
CHICAGO 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 
1140 MERCHANDISE MART, CHICAGO 54, ILL. 
For Details Circle 13 on INQUIRY CARD 
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Solk Bost 


— Gritk{ee Bost 


Supplex Flexible Sprinkler is “up front” everywhere. It out- 
sells all others because it out-sprinkles all others. Your cus- 
tomers know it, tell their neighbors and make new customers 
for you. 


Test after test has proved that dollar for dollar no other 
sprinkler can equal Supplex. It covers more area with fine 
f droplets that penetrate deep, never flood. Rectangular spray 

pattern means no drenched areas, no dry spots. And it 

curves around contours to sprinkle irregular areas. 





Put Supplex in your want book today 


A plus value is the sturdy reel which permits proper storage No. 600 25 ft. ........... $3.98 each retail 
for longer life and makes handling easier. Sprinkles 625 sq. ft.—(25 ft. x 25 ft.) with reel 

: ie : No. 1000 50 ft. .......... $5.98 each retail 
Continuous advertising and promotion keep your customers Sprinkles 1000 sq. f#.—(50 ft. x 20 ft.) with veal 


asking for Supplex. Tie in to our big advertising program. 
Stack Supplex “up front” and cash in on sales that stay 
sold. Ask your jobber for Supplex today. SUPPLEX COMPANY, 
Garwood, N. J., Division of American Hard Rubber Co. 





Look for the AD-DOLLAR 


in your Supplex car- 
tons* pays 100% of 
your Supplex adver- 
tising up to the 
“dollars” you accu- 
mulate. 


* Except non-reinforced Hose. 








Tire-Cord Reinforced Tire-Cord Reinforced Non-Reinforced Flexible Sprin' 


kier ' 

| Garden Hose Garden Hose Garden Hose Best Seller of All for ” Ww ; 

Won’t burst even if left Packed on Storage Reel Finest quality traffic Test after test proves Designed for foundation 
j in hot sun under full for easier handling— builders in V2” |. D. and that doliar for dollar it plantings, garden rows, 
| water pressure. Full quicker sale. 4-Ply hose 7/16” 1.D. at real low out-performs all others. etc. Virgin vinyl tube 
| range sizes and lengths. tough and burst-proof. prices with full profit sprays upward to cover 
: margins. entire root system. 

| For Details Circle 14 on INQUIRY CARD 
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ABOUT 


PEOPLE 


Marshall B. Harrison 


SAN FRANCISCO — Appointment 
of two new assistant vice presidents 
in the San Francisco headquarters 
sales organization of U. S. Steel’s 
Columbia-Geneva Division, and of a 
new district vice president for the 
Intermountain Sales District has been 
announced by the United States Steel 
Corporation. 

In the San Francisco office, Mar- 
shall B. Harrison was advanced to 
assistant vice president in charge of 
sales solicitation, and Burton C. 
Smith to assistant vice president in 
charge of distribution. 

Mr. Harrison, who joined the firm 
as a sales clerk in 1935, had been 


Burton C. Smith 











Alex Walker, Jr. 


district vice president for the Inter- 
mountain Sales District since August, 
1955. Mr. Smith, who joined the or- 
ganization in 1933 as a sales clerk, 
had been manager of sales in charge 
of manufactaring accounts in Los 
Angeles for Columbia-Geneva since 
1951. 

Alex Walker, Jr., who since 1951 
has been located in San Francisco as 
manager of sales in charge of manu- 
facturing accounts for the firm’s Cen- 
tral Sales District, was named vice 
president-sales for the Intermountain 
Sales District, with headquarters in 
Salt Lake City. 





Gamble-Skogmo Adds 
New Montana Warehouse 


BILLINGS—Fifteen company- 
owned stores and 80 dealers located 
in Montana and Northwestern Wyo- 
ming will soon be served from a new 
regional office and warehouse under 
construction by Gamble-Skogmo, Inc. 

The one-story structure, of masonry 
and steel construction will have over 
72,500 square feet of floor space and 
will cover an area approximately 209 
x 347 ft. Scheduled for completion by 
the first of the year, the new build- 
ing will be able to accommodate the 
loading and unloading of six of the 
largest type highway truck-trailers 
at one time. 


16 


G.E. To Build Lamp 
Div. Warehouse in L.A. 


LOS ANGELES—Construction of 
a $2 million lamp division warehouse, 
distribution and office center by Gen- 
eral Electric Company in the Vail 
Field area was announced here by 
Donald Couture, district manager for 
the division. 

Completion and occupancy are 
scheduled for January, 1957, for the 
117,300-square-foot, single-story, rein- 
forced concrete structure. It will be 
located at the corner of Malt avenue 
and Telegraph road adjacent to the 
Santa Ana freeway, less than eight 
miles from downtown Los Angeles. 





LOS ANGELES—Gould Heyer has 
joined the Lee Arter Co. a manufac- 
turers’ representatives firm, as an as- 
sociate, according to Lee Arter. Mr. 
Heyer recently resigned as assistant 
general manager of Southwest Hard- 
ware Company, a Los Angeles whole- 
sale firm with which he had been as- 
sociated for many years. 

Mr. Heyer is a charter member of 
the Los Angeles Pot and Kettle Club. 
He served as the club’s president dur- 
ing the 1953-54 term, and has been 
active in the club for many years. 





SAN FRANCISCO —George M. 
Durfee has been appointed manager 
of the San Francisco sales office of 
Red Devil Tools. In his new position, 
Mr. Durfee will be in charge of Red 


Devil sales activities in Northern 
California, Oregon and Washington. 
The San Francisco office is located at 
2477 Richard Court, Mountain View, 
Calif. 
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Keuffel 

& Esser 
Names 
Div. 
Sales 
Manager 


William H. 
Meiners 


William H. Meiners has been ap- 
pointed sales manager of the Hard- 
ware Division of Keuffel & Esser Co., 
according to announcement recently 
by A. E. Busch, vice president of the 
company. 

Mr. Meiners was former vice presi- 
dent and sales manager of Carlson 
Rules, Monrovia, Calif. 

In his new post he will be respon- 
sible for sales throughout the United 
States and Canada for Keuffel & Es- 
ser’s line of woven and steel hard- 
ware tapes, including the newly-in- 
troduced pocket LST which combines 
in one case a level, square, and 10- 
foot Wyteface steel tape. 


Named 
West 
Coast 
Sales 
Rep. 


George S. 
Fox 





ALHAMBRA, Calif.— George S. 
Fox has been appointed West Coast 
sales representative for Vaughan & 
Bushnell Manufacturing Company. 
Mr. Fox, who was formerly connected 
with Hoffman Hardware Company, 
Los Angeles, will cover the 11 West- 
ern States for the firm. 
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TWO NEWCOMERS MEET AT NATIONAL HARDWARE SHOW 





PRESENT IN BOOTH at the National Hardware Show held in New York City 
in October where the Hamilton-Skotch Corporation introduced their new line 
of dispenser - type Scotch coolers were two newcomers to the organization. 
Looking over the new line (left to right) are: William F. Babcock, who was 
just recently named firm’s general sales manager; Myron Piker, firm’s vice 
president; and James C. Anderson, San Francisco manufacturers representa- 
tive who has just been appointed Northern Calif., and Northern Nevada repre- 
sentative by the company. The firm, formerly known as Hamilton Metal 
Products Company, announced the firm’s name was changed to fully exploit the 
word “Skotch” which had become almost synonymous with the company name 
during the last few years. 


WESTERNERS SEE HOLIDAY GIFTS IN THE MAKING 





DIVISIONAL SALES MANAGERS of The Wooster Rubber Company recently 
visited the newly-expanded production lines at firm’s Wooster, Ohio, plant, 
where they got a preview of the company’s Rubbermaid Christmas promotion 
program. Shown looking over assembly of gift items are: W. H. Irwin, Dallas; 
James K. Buckwalter, firm’s vice president in charge of sales; and E. A. Clark, 
Los Angeles. This promotion campaign, according to James K. Buckwalter, 
firm’s vice president in charge of sales, will be the company’s biggest single 
Rubbermaid housewares promotion in history. 


More News About People and Firms On Page 57 
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MERCHANDISE WELL-DISPLAYED IS HALF SOLD! 


B Catch the eye of browsers... they buy quicker what they see! 


® Order from your jobber these sales-promoting Millers Falls displays... at no extra cost! 








No. 8585 Screw Driver Display 
This hang-up or stand-up metal rack 
will initiate impulse sales of the 
finest line of screw drivers made. 
Assortment of 56 of the quality 
No. 850 Series of drivers, in most 
demanded styles and lengths. 

$52.86 List 





No. 6565 Screw Driver Display 
A compact, colorful counter or wall 
display for the No. 650 Series of 
popularly priced Millers Falls screw 
drivers. Handy, ‘‘take your pick’’ 
sales aid includes 59 drivers in 11 
different styles and sizes. 

$34.50 List 





No. 1006 
Automatic Drill Display 
Eye-catching wood stand that dis- 
plays three, and packs three more, 
justly-famous Millers Falls No. 100 
Drills. Each drill handle contains 
eight points in unique magazire 
compartment. $33.00 List 


No. 825 Nail Set Display 
A compact unit that does a big 4 
of boosting sales of the No. 
Series Molybdenum Alloy Nail Sets. 
Attractive styling to attract buying. 
Supplied with 3 dozen nail sets. 
$12.95 List 





No. 4100 Countersink oud 

Screw Driver Bit Display 
A bright, sturdy little stand that will 
stimulate many “impulse” sales for 
these small items. Lacquered wood 
base, masonite back panel. With 18 
assorted countersink and 6 screw 
driver bits. $17.50 List 


TUF-FLEX 


sorrsneax 
wow? step 


No. 550 “Tuf-Flex’’® 
Blade Display 
Features super-flexible, super-tough, 
special alloy ‘’Tuf-Flex’’ hacksaw 
blades. Easy-to-read pitch markings 
encourage self-service, extra sales. 
Complete with 50 12” and 50 10” 
blades. $16.95 List 





No. 333 Utility Knife Display 
Attractive sales-builder box of six 
individually-packaged Millers Falls 
Utility Knives. They’re the handy 
razor edge knives of ‘'1001 uses for 
home and business.” A ry “re. 
minder” display. $6.00 List 





No. 5904 Torpedo Level Display 
Will do a bang-up merchandising 
job for you on this best-selling 
money maker — the famous Millers 
Falls No. 590 Torpedo Level. Dis- 
play back points out features. Four 
levels per unit. $9.20 List 








No. 3304 Model and 
Patternmakers Plane Display 
A great self-selling display of the 
No. 33 Block Plane. Just the thing 
to catch the eye of modelmakers, 
hobbyists, craftsmen, homeowners 
— and make them buy. With four 


planes. 


$4.75 List 











No. 294 Automatic 
Screw Driver Display 
Unique, operating display. Lets 
customers actually try the No. 29 
Automatic Screw Driver. Real busi- 
ness-builder for this high quality 
Millers Falls spiral ratchet driver. 
Supplied with four drivers, 1 set of 
attachments. $15.50 List 








For full information on the many 
Free Millers 
Displays, see your jobber or write: 


MILLERS FALLS COMPANY 
Dept. HW-13 
Greenfield, Mass. 
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No. 725 Nest-of-Saws Display 
One of the fastest sellers we've 
ever introduced. Customers just pick 
up the card. Gives you maximum 
display with minimum sales effort. 


great turnover item. 


$3.25 List 











No. 466 Glass Cutter Display 
Striking, attention-arresting, full- 
view display of new Millers Falls 
No. 66 Carbide Wheel Glass Cutter. 
Snugly nests four cutters, each in 
handy plastic pocket case. 
$9.00 List 








MILLERS FALLS 


Falls Merchandising 


For Details Circle 15 on INQUIRY CARD 
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Easier TO CUT 


Wm. McClenaghan of Bryn Mawr (Pa.) 
Hardware is one of 28 out of 30 dealers 
who picked L-O-F window glass as easiest 
to cut in the ‘“‘blindfold’’ test. Mr. 
McClenaghan test-cut four well-known 
unidentified brands of single-strength win- 
dow glass. After running several cuts on 
each, here’s what he said about L‘O°F 
window glass (marked ‘‘D” in the test): 
**There’s no stop and start in running a 
cut on this glass. Just run a light line and 
the glass snaps off clean . . . no splintering 
at all.” 





Easier TO SELL 


This L‘O-F label identifies quality glass 
wherever it is seen. People know this label 
it is appearing 216 million times in 1956 
advertising alone! And every time it ap- 
pears it adds to the already strong prefer- 
ence for L‘O’F glass. This preference 
means faster, easier sales for you. 








Easier 
TO MERCHANDISE 





This 37” x 13” transparent plastic window 
sticker reminds passers-by to stop in and 
get new window glass to replace broken 
panes. Get one now from your Libbey’ 
Owens‘Ford Distributor (listed under 
“Glass” in your phone book). Ask for 
WG-49. For further information, write to 
Dept. 69126, Libbey-Owens‘Ford Glass 
Company, 608 Madison Avenue, Toledo 
3, Ohio. 
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TABLE 
SETTING 
CONTEST 
DRAWS 





VERY year around the end of 

November, the Imperial 
Hardware Co. at Redlands, Cali- 
fornia, holds a Table Setting 
Contest to draw the townspeople 
in by the hundreds and incident- 
ally expose them to Christmas 
merchandise which is on full 
display. 

More than 700 adults and 
about 150 children attended last 
year’s event. Sales in house- 
wares, giftwares and appliances 
were greatly stimulated by this 
promotion. 

The contest is open to various 
women’s clubs in the area. To 
prove how successful this cam- 
paign was, out of the 30 clubs 
invited to participate, 20 clubs 
accepted. According to E. C. 
Helms, manager Housewares and 
Appliance Departments, “This 
was about ten or twelve more 
than we expected. However, we 
let them all enter.” 

The store furnished all the 
dishes, crystal, silver and cen- 
terpieces and any other items 
from their giftware department. 
The clubs furnished their own 
linens, flowers and special dec- 
orative items. 

“Each of the clubs that en- 
tered appointed committees to 
come in and pick out the china 
and crystal that they would 
use,” explained Mr. Helms “This 
proved to be a major undertak- 
ing. Having 20 committees try- 
ing to make selections was quite 
a show in itself, however, we 
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20 Women's Clubs En- 
ter Contest In Red- 
lands, Calif., Store 
Which Attracted 
More Than 700 Adults 
In One Night Stand 


figured that about 150 women of 
the town knew every pattern of 
china and crystal that we car- 
ried and it resulted in sales to 
them immediately. 

“To determine the winners 
we had ballots printed with each 
table listed by the club name and 
a number assigned to it. A card 
was on each table showing the 
same information.” Each adult 
attending voted for one table. 
At the end of the contest a city 
official counted the votes. Prizes 
awarded were: $25.00, first 
prize; $15.00, second; and 
$10.00 for third. However the 
contest was so successful that 
the store sent third prize awards 
to the balance of the clubs. 

The contest was open to the 
public for one night only from 
7:00 until 10:00 p.m. The firm 
served refreshments and gave 
favors to the small children. 

In addition to the advertising 
that the store does, the club 
members kept the phone wires 
of Redlands hot by calling their 
friends asking them to attend 
and vote. The store figures that 
it cost them about 40¢ per per- 
son (adult) to put on this show 
and considering the results they 
believe this to be very reason- 
able. 

(The windows shown here in- 
clude the first- and second-place 
winners along with some of the 
other winners. They show great 
originality and also humor.) 
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FRONT OF RECENTLY REMODLED GARDEN STORE HAS DEPARTMENTS LISTED IN BOLD LETTERING 


Garden Store Restyled 


Hardware Firm Remodels Their Separate Garden Store Across the 


Street and Now Offers Complete Outdoor and Garden Supplies 





OUTDOOR FURNITURE DEPARTMENT features newest 
styles of bucket chairs, metal and redwood chaise lounges, 
umbrellas, tables, etc., in a spacious setting. Popular brands 
of garden and flower seeds are displayed along wall in 
back of picture. 
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NE of Woodland, California’s oldest and most 

respected firms, Cranston’s Brothers, recently 
held the grand opening for their remodeled second 
store known as Cranston Brothers Garden Store. 

This outlet located just around the corner from 
their Hardware store, is equipped to supply the 
community and their customers with every con- 
ceivable item from hothouse plants, garden and 
lawn care items, to the leisure-time garden furni- 
ture and barbecue equipment. 

The history of Cranston Brothers is synonymous 
with the history of Woodland during the past 58 
years, and as one has grown so has the other. 

The founder of the firm, R. B. Cranston, arrived 
in Woodland in 1879, and worked at many trades, 
including a stint of stage coach driving from 1882 
until 1886, on the run from Woodland to Lower 
Lake in Lake County. 

In 1886 Mr. Cranston went to work for Marshall 
Diggs, who later became president of Thomson- 
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Diggs Hardware Company, Sacramento, California 
wholesale distributing firm, and for 12 years he 
worked and saved his money so that he could start 
his own store. 

Two years before the turn of the century, in 
1898, the first Cranston store was opened at 537 
Main Street, Woodland. In 1903 the firm was 
moved to corner of First and Main Streets. 

The firm has been a family store almost from its 
inception. The founder had three sons and all 
three entered the firm. Lester, the eldest entered 
in 1908, George joined the firm in 1913, and Thorn- 
ton, the youngest, entered in 1919. 

Growing as the community grew, the firm out- 
grew their physical facilities in 1915, and moved 
to their present site, 618 Main Street. In 1926, 
having outgrown this building, the firm purchased 
the property next door and doubled the size of 
their floor space. 

The founder, R. B. Cranston died in 1923, and 
his three sons continued the operation. The third 
generation cf Cranston’s was coming along, and 
in 1935 Stewart Cranston entered the business. 
Another grandson of the founder, Eldon Cranston, 
became a member of the firm in 1946, following 
four years of military service with the U. S. Army. 

In 1930, the firm’s farm implement and hard- 
ware merchandise was augmented by the addition 
of gas and electric appliances. The firm still oper- 
ates one of the largest appliance outlets in North- 
ern California. 

The remodeled garden store at 433 Second 
Street is well stocked with everything conceivable 
for outdoor living and gardening. 


Recently Re-opened, Remodeled Garden Store 


Here in the completely remodeled and modern- 
ized store, with its large, well-lighted showrooms, 
the average home-owner gets a complete visual- 
ization of indoor and outdoor home needs. This 
operation has been departmentalized and in each 
department the customer can find a complete selec- 
tion. In the hothouse, where heating and moisture 
controls keep exotic and domestic plants in healthy 
growth and bloom, the customer can find orchids 
of varying prices, as well as dozens of other indoor 
plants. All kinds and types of outdoor plants, 
shrubs, and seeds are carried. 

Two other popular departments in the Garden 
Store, are the Outdoor Furniture department 
which is stocked with a wide selection of bucket 
chairs, metal and redwood chaise lounges, garden 
umbrellas, and all the other items that are a part 
of outdoor living; and the separate barbecue de- 
partment, where all types of barbecue broilers and 
accessories, are displayed. 

The growth of Cranston’s Hardware, from its 
inception back in 1898, is best illustrated by com- 
paring their present 40,000 square foot operation 
with the original store which had a total of 5500 
square feet of floor space. 

Cranston’s is a merchandising minded firm and 
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ACCESSORIES FOR OUTDOOR LIVING are attractively 
displayed in the barbecue department. Barbecue broilers 
ranging in price from $19.95 to the $100 price range, are 
displayed here along with all the accessories such as tables 
and benches, garden lighting, etc. 





PLANTS FOR THE GARDEN, both vegetable and flowers, 
are maintained in a healthy stage in store’s hothouse, as 
well as in the lath house shown here. Customers can fill all 
their gardening needs right here in Cranston’s Garden 
Shop, where everything from hothouse orchids to hardy 
zinnias are available. 


ee 
wwtty- 2iRee 7 
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DECORATIVE GARDEN ITEMS occupy this section 
where planters in many sizes, shapes, and textures are 
displayed along with trellises, platforms and tub holders. 
Store can supply customers with the plant, the pot to plant 
it in, and the proper food and sprays to maintain the plant. 
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they have won local and national honors for their 
promotional window displays. 


Frequent Winner in Window Contest 


A few years ago, during the Fall “Old Range 
Round-Up” the firm won first prize for the best 
window display in Northern California. Credit for 
the prize-winning window depicting the kitchen 
of ’49 and comparing it with the comforts of the 
1951 kitchen, goes to Al Warner, Mrs. Mabel Lin- 
nell and Mrs. Genevieve Cloud, who scoured the 








countryside for antiques that would fit in with the 
window theme. 

In 1953 True Magazine, a national publication, 
awarded Cranston’s 2nd prize in a national contest 
for a sports window. 

The importance of a firm such as Cranston’s 
Hardware in service to the community in which 
they do business was recently recognized by the 
Woodland Chamber of Commerce, who presented 
the firm with an award of Merit in recognition of 
their 58 years of operation. 








Action Displays Pull 800 Prospects 
For Dealer at Home Town Home Show 


EGISTERING on follow-up 
cards the names of 800 per- 
sons interested in owning one or 
more power tools for their home 
work shops, at least 400 of them 
naming specific tools and brands, 
was the phenomenal result of a 
power tool demonstration con- 
ducted by Jackson Hardware 
Company, of Durango, Colorado, 
during February. 

The demonstration was staged 
as part of Durango’s annual 
Home Show held in the city 
auditorium and was the first 
such effort on the part of the 
store to display power tools in 
actual use. The booth used by 
Jackson Hardware Company for 
the week-long home show dis- 
played complete lines of “do-it- 
yourself” tools, paints, hard- 
ware, etc., and was originally 
contracted for merely on that 
basis. 

Hardwareman Clark, how- 
ever, has carried power tools 
for a number of years and inas- 
much as the booth utilized had 
plenty of space he decided to in- 
corporate an “action display” of 
power tools including a table 
saw, drill press, an all-in-one 
unit incorporating five power 
tools into a single machine, etc. 
During the show the power tools 
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were in constant use, turning 
out such simple furniture as 
coffee tables, magazine racks, 
etc. No heavy advertising pro- 
gram was used nor were there 
prizes for witnessing the power 
tool demonstration. 

From the outset, however, the 
power tool display became “the 
hit of the show.” The Durango 
store’s personnel were amazed 
at the hold which “do-it-your- 
self” improvements have taken 
on the public and the supply of 
registration cards whereby the 
customer could register for 
booklets and information on 
various power tools was soon ex- 
hausted. Extra books were hur- 
riedly prepared until at the end 
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“At this time of the season we 
replace it with ‘last minute gift 


suggestions’. 


of the week a total of 800 had 
been turned in. During the fol- 
lowing week, five complete home 
work shops were sold in the store 
with two dozen sales of such 
power tools as electric saws, drill 
kits, and accessories, etc. 


Most Interested in Specific Tools 


By far the most eye-opening 
development of the home show 
was the fact that 50% of the 
people who filled out the regis- 
tration card mentioned a spe- 
cific power tool in which they 
were interested. This, of course, 
was the basis for an intensive 
direct mail program and prob- 
ably an outside sale campaign 
late in the year. “With at least 
half of the cards turned in spe- 
cific in this way we have valu- 
able sales ammunition in the 
file,” he pointed out. 

At the rear of the big Durango 
hardware store, Mr. Clark has 
set up an elevated platform for 
power tool display on which a 
dozen tools are in place “ready 
to go.” Intense publicity on the 
“do - it - yourself” trend plus 
greatly increased costs of home 
repairs on a professional basis 
were given as the major reasons 
for the unexpected success of 
this home show exhibit. 
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Surprise Sales Draws Christmas Trade 


BY M. N. KEALIHER 


Patterson Hardware Company 
Denver, Colorado 








STEADY STREAM OF CUSTOMERS, typical of the scene above, found their 
way into Patterson’s during the December sales event. 


NE of the disadvantages in hardware merchan- 

dising during the Christmas season is the 
fact that to the customer, “all stores look alike.” 
Unless the hardware dealer makes a prohibitively 
expensive investment in Christmas decorations 
or renders some unusual service which the cus- 
tomer can appreciate, it is difficult for him to 
make his store “stand out.” 

Consequently, we looked over the Christmas 
market from the customer’s point of view and 
found two seldom-employed factors which we felt 
would give us the desired results. 

First, it was obvious, that under normal cir- 
cumstances there are no sales during December, 
particularly of the promotional type based on the 
savings for the customer. Most retailers during 
the holiday period are simply reaping the benefits 
of the buying splurge and, consequently, the word 
“saving” scarcely enters into the picture. 

Next, it was likewise obvious that each Christ- 
mas in turn has shown more and more careful 
buying on the part of customers, which is directly 
traceable to the higher cost of living. Conse- 
quently, we felt that the gift-giver who must 
budget his funds carefully would react favorably 
toward a “sale” type of promotion. 


Backed With $300 Ad Budget 
The net result was our novel “December sale,” 
which was started between December 8 and De- 
cember 17, 1955, in the middle of the Christmas 
rush. To give this stunt plenty of pulling power, 
we invested $300 in the printing of a 10-page 
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colored “Holiday Values” circular. This, with a 
special insert on toys, was carefully distributed 
on a house-to-house basis through an area encom- 
passing 30 blocks in each direction from the South 
Denver shopping center in which we are located. 
We thus confined the sale to customers who would 
find it convenient to shop with us. The $300 in- 
vested in the circular went much farther than the 
amount in newspaper promotion. 

The sale was an outstanding success from the 
very beginning. Typical examples showed that in 
the space of five days we sold eight dozen of a 
$3.98 chafing dish, always a welcome and popular 
Christmas gift, eight dozen bright metal cake 
carriers and pie dish combinations, and ten dozen 
angel chimes, in the space of three days. We 
offered some 250 gift suggestions, all of them 
representing honest markdowns and saw to it 
that each customer appreciated the fact that the 
savings in our December sale were genuine. 

Our experience was that almost every customer 
who attended the sale immediately became en- 
thusiastic enough to tell friends and neighbors. 
By the end of the first week, the sale had already 
surpassed any other we have ever run and the 
final Saturday was an all-time record sales day 
for the store. We thus convinced ourselves that 
the average person is, if anything, more bargain- 
minded during the Christmas season than other 
periods of the year, and that a sale of this nature, 
run at a time when the word “saving” has almost 
disappeared from the usual retailer’s lexicon, is 
a sure-fire source of heavy-buying traffic. 
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THIS WINDOW WAS DECORATED AT COST OF LESS 
THAN THREE DOLLARS and a few minutes time. Large 
plate glass window was divided into 12-inch squares by 
applying strips of dull-finish cellulose tape. Crescent- 
shaped touch of artificial snow was added by using pres- 
sure can of spray from store’s stock. 


T does not require a prohibitively heavy expense 
to “glamorize” the small neighborhood hard- 
ware store effectively enough to attract many 
more customers during the Christmas season and 
to show a healthy sales increase. 

During the 1955 Christmas season, we devel- 
oped four simple helps which, we found, in com- 
bination were enough to bring one-third more 
shoppers into the store during the holiday season 
and to increase our Christmas gross sales by a 
little more than 30 per cent. 

Like many other hardware retailers, I had pre- 
viously felt that such aids as colorful, eye-appeal- 
ing window displays, music, etc., were too costly 
for my promotion budget. However, with com- 
petition greatly increased in recent years and 
many more types of stores bidding for the Christ- 
mas gift dollar, I decided for the 1955 season 
that I would attempt to make a real “splash” of 
the type which would bring in a better customer 
showing. 


Started With Window 


Step number one was the window. Here, I de- 
cided that it would be possible to decorate the 
store, provide a better Christmas atmosphere, 
and stop more traffic if the window emphasis was 
laid on “Christmas atmosphere” rather than the 
merchandise. For this reason, I divided the win- 
dow up into square panes, each 12 by 12 inches, 
by simply applying strips of dull-finish cellulose 
tape vertically across the front. Then, in the 
lower, left-hand corner of each section are 
sprayed a crescent-shaped touch of artificial 
snow, using one of the handy pressure-can spray 
units from our stock. This, carried out at a total 
expense of less than $3.00, gave the window a 
friendly, colonial appearance, resembling an old- 
fashioned bay window after a snow storm. 

This effect was good, I decided, and the next 
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step was to add to the eye-appeal of the display 
by suspending a pair of reindeer and a Santa Claus 
figure loaded with toys in his sled, well above the 
merchandise display at the floor of the window. 
We cut these from plywood with a cut-awl, paint- 
ing the silhouetted reindeer, the sled, and Santa 
Claus in the appropriate colors. Then we strung 
several strings of Christmas lights to create a 
“sky” behind the figures and to add additional 
illumination. 

Two spotlights were then provided, one at each 
side of the window above the glass and shining 
down over the cut-out figures. The net result was 
a window which contrasted sharply with all others 
in the area and which we found proved sufficient 
to stop traffic streaming past on busy Colorado 
Boulevard in front. It was immediately obvious 
that all of the 50-odd suggested hardware gifts 
which we displayed on the floor of the window be- 
gan selling at a far more rapid pace. 

Next, we decided upon the universal-appeal of 
Christmas-carol music—largely because no other 
store in the area was making use of this device. 
Investigation proved that a tape recorder and a 
speaker could be rented at low cost for the entire 
holiday season. I recorded favorite Christmas 
carols from the radio and phonograph, enough 
to provide for one hour of continuous music on 
each side of the spool and then set the recorder 
up at a convenient location where I could change 
reels as needed. 


Music Pulled Them In 


It may be merely superstition, but it was ob- 
vious that the Christmas carols beamed out over 
the sidewalk were directly responsible for traffic 
in the store. Even as late as Christmas Eve, I 
found that when the music was being played there 
were always customers in the store. On the other 
hand, when the tape recorder was shut down for 
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Keeps Decorating Cost Down 


Four Ideas Bring in 1/3 More Shoppers and 30% More Business 


By LEONARD HARRIS 


AAA Hardware Company 
Denver, Colorado 


a few hours, traffic fell off. At any rate we found 
that the combination of the window to attract 
visual attention and the recorded music for 
audible attention brought us many more custom- 
ers every hour throughout the entire month of 
December. 

Next, in going after big ticket sales, we simply 
adapted an old hardware store device to modern 
retailing. This was the installation of 40 hooks 
in the ceiling of the store running down the en- 
tire length at either side. On the hooks we placed 
our bulky, hard-to-display items such as sidewalk 
bicycles, tricycles, wagons, scooters, toy tractors, 
and similar wheel goods. We went farther by add- 
ing items with adult appeal such as seeders, lawn 
carts, lawn rollers, etc. Spaced a few feet apart 
and hung at different levels in the ceiling, these 


40 LARGE, BULKY ITEMS were suspended from ceiling 
during the Christmas selling period, with a heavy increase 
in sales on these items over the year before. In addition 
to wheel goods, the store suspended such things as lawn 
carts, seeders, and even lawn rollers. 
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wheel goods items were certain to catch the eye 
and functioned so well that our 1955 Christmas 
season showed almost twice as many wheel goods 
sales as the year before. By using attractive 
copper or chrome-plated chain, a neat geometric 
spacing of each hook, etc., we were able to pre- 
sent a neat appearance despite the fact that there 
was hardly any section of the ceiling which did 
not show several suspended wheel goods items. 

Experience soon proved that the prominence of 
wheel goods suggestions in this way was the guid- 
ing factor in our 1955 sales. With children clam- 
oring with excitement upon seeing them and 
parents “just looking” through the store, the sus- 
pended suggestions got far more attention than 
they would in floor displays. There were even 
“impulse sales” of better-priced items which 
stemmed entirely from the fact that one of the 
hook-suspended toys caught parents’ eyes. As a 
result, our 1955 Christmas sales of wheel goods 
were double those of the year previous. 


Used "Old" Merchandising Trick 


The first step which we undertook was simply 
an adaptation of an old idea which has long been 
used by variety stores, drug stores, ete., to in- 
crease the amount of display space available. This 
was the construction of “canopy shelves” over the 
counters along the right side of the store at a 
convenient eye-level height. Over the main coun- 
ter, 20 feet in length, we built two levels of shelv- 
ing, each of planks, to form a shelf two feet wide 
and spaced 18 inches above each other. This pro- 
vided plenty of broad, flat display space for the 
“kit” type of Christmas gift such as packaged 
chemical sets, carpenter tools, jig saw puzzles, 
electric games, mechanical construction sets, etc. 
These are the type items which sell by self-selec- 
tion by placing a much larger stock out in open 
display in this way. We covered the shelving 
with gay Christmas wrapping paper and used 
tiny, suspended lamps to illuminate the merchan- 
dise on the lower of two shelves. Here again, this 
simple bit of construction proved itself a substan- 
tial time-saver over the entire holiday month. 

Our net results, achieved at a cost of less than 
$100, were not only the 30 per cent sales increase 
mentioned before but likewise editorial attention 
from neighborhood newspapers, many compli- 
ments from our local customers pleased with the 
music and window display. In this way we proved 
to ourselves that Christmas decorations need not 
be “too expensive to consider.” 











LAY-AWAY CUSTOMERS RETURN 





EGARDING each year’s lay- 
away sales as stepping stones 

to the next, is a novel plan 
which has brought constantly 
increasing lay-away volume, 
year after year, for Jones and 
Heskett, hardware dealers of 
East Phoenix, Arizona. 

“Lay-away selling is ex- 
tremely important to us,” Harry 
W. Jones, partner in the firm, 
pointed out, “during the past 
Christmas season, for example, 
we increased our Christmas 
sales volume by 36%, which was 
approximately equal to the 
amount of additional lay-away 
business we did. In other words, 
the lay-away system is a direct 
route to expansion of holiday 
sales well worth special efforts.” 

Therefore, for the past three 
Christmas seasons, the Phoenix 
hardware store management 
has made a policy of carefully 
copying off the names and ad- 
dresses of each lay-away cus- 
tomer to serve as a basis for a 
follow-up direct mail program 
which begins in early Septem- 
ber the following year. 

The goal, of course, is to keep 
last year’s lay-away customer 
buying under the same system 
this year, while at the same time 
encouraging new lay-away cus- 
tomers through newspaper ad- 
vertising, store display, per- 
sonal suggestion, etc. 

“It isn’t a big program be- 
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... In Response to Direct Mail Campaign 


cause we are necessarily limited 
by the number of past lay-away 
customers we have had,” Mr. 
Jones indicated, “for example, 
during the Christmas season of 
1954, we sent out 300 letters. 
For 1955, there were around 
370. We sold almost every cus- 
tomer addressed, with exception 
of those who have moved away 
or are otherwise unavailable.” 

Sent to each previous lay- 
away customer is a letter typed 
on Jones and Heskett’s green 
letterhead, which greets the cus- 
tomer, thanks him for the past 
year’s lay-away purchase and 
reminds him of the ease and 
convenience which getting an 
early start on the Christmas 
season and its gift needs will 





"I'm not fussy, Santa—What are 
you pushing this year?" 


create. The letter points out 
that Jones and Heskett has an 
exceptionally complete inven- 


| 





tory of Christmas gifts for the 
forthcoming season on hand and 
urges the reader to again take 
advantage of shopping while 
selections are complete and 
while sufficient time remains be- 
fore the holiday to carry the 
payments over an extended pe- 
riod of time. The letter closes 
with a reminder that Jones and 
Heskett carefully gift wraps 
every lay-away selection then 
overwraps it in heavy craft 
paper, gummed-taped bound to 
guard against dust and other 
damage, storing the lay-away 
purchase in a protected room. 

The primary advantage of di- 
rect mail sent out this early and 
on this subject is of course that 
it stirs procrastinators into ac- 
tion, Mr. Jones indicated. Also, 
it makes lay-away shoppers of 
past customers whom the store 
might not expect to see until 
late in the Christmas season 
(if at all). 


HARDWARE WORLD 




















EVERYBODY'S GIFT SPOT 





DOPTING the slogan “Prac- 
tical Gifts For The Entire 
Family” and building an un- 
usual window display around 
this theme brought a substantial 
increase in 1955 Christmas sea- 
son profits at Aurora Hardware 
Company, Aurora, Colorado. 
The window display included 
an oversize Christmas tree in 
the center of the window, 
around the bottom of which was 
grouped 20 gift suggestions 
carefully chosen to represent the 
store’s best advice for all mem- 
bers of the family in all age 
brackets. Thus, there were gifts 





... Featured Merchandise For All Members of Family 


And For All Age Brackets 


for father, mother, sister, 
brothers, baby, and the family 
pet. Included in the gift selec- 
tion, all of which was shown 
posed atop a dummy gift pack- 
age, were an electric scissor 
sharpener, hand mixer, electric 
stand mixer, carving knife sets, 
small electric massaging appli- 
ance, a deep fat fryer, hair 
dryer, metal goblet set, barber 
clippers, automatic toaster, 
three types of perculators, a 
complete set of paint brushes, 
some half dozen leading all pur- 
pose tools, and several toy sug- 
gestions for the youngsters. 


“We tried to mix up staple 
hardware gift suggestions along 





with several new ideas”, it was 
pointed out, “such as the mas- 
sager, electric hair clippers, 
electric knife and scissor sharp- 
ener, etc. By stressing the word, 
practical, and using plenty of 
variety in the window, we were 
exceptionally pleased with the 
results. 





DESERT “CHRISTMAS TREES” IS HIT IN TWIN FALLS 
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DRAMATIC CHRISTMAS TREES, 
three were used at Diamond Hard- 
ware, Twin Falls, Idaho, were painted 
sagebrush which proved to be good 
conversation pieces as well as good 
economical decoratior. Spray painted 
white with Kemtone, one was used as 
the center for a display in the shallow 
front window, another was placed 
about one-third back in the store, near 
a stairway leading to the basement, 
and the final one at the rear of the 
store. R. J. Schwendiman, store owner 
and currently president of the Inter- 
mountain Hardware and Implement 
Dealers Association, said that more 
than one person asked to buy the 
sagebrush trees, which is just about 
the best indication one could get of 
the effectiveness of these Christmas 
trees from the desert. 





CENTER OF ATTRACTION 


Christmas Tree Center 
Builds Holiday Sales 
For Home Decorations 


EMEMBERING the ocften- 

considerable amount of ef- 
fort involved in shopping for 
Christmas trees, decorations, 
gift wrapping materials, etc., at 
separate places, led to a highly 
effective selling display idea 
during the Christmas season of 
1955 at University Hills Hard- 
ware Company, University 
Hills, Colorado. 

A space of 8x8 feet just op- 
posite the cashier’s station in 


FIG. 1—COMPACT GROUPING of all 
types of Home and Christmas tree 
decorations in one spot boosted sales 
on all items. 


the center of the store was 
cleared for the purpose, and 
here display fixtures were in- 
stalled which made it possible 
to conveniently gather together 
all of the items normally as- 
sociated with Christmas trees 
and decorations. 
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Included on a central service 
gondola were Christmas tree 
lights, multiple-bulb strings, 
angel hair, bubbling lights, ex- 
tension cords, Christmas tree 
ornaments, metal stands for the 
trees themselves, tinsel ropes, 
etc. At the base of the gondola, 
on broad platforms, were stacks 
of gift wrapping materials in- 
cluding foils, tissue paper, 
brightly colored floral papers, 
ribbons, seals, and other gift 
wrapping essentials (Fig. 1). 
A sign above invited “Solve 
Your Christmas Wrapping and 
Decoration Problems Here.” 

All items were placed on com- 
plete self-service, with gleam- 
ing, polished aluminum bread 
pans for such small items as re- 
placement bulbs, electric 
switches, extension cords, pack- 
ages of ornaments, etc. 

The compact grouping of the 
items in this way at the cash 
register where every person 
shopping in the store were bound 
to see them got excellent results 
from the outset. Highly notice- 
able was the fact that there were 
many more new faces in the 
November and December shop- 
ping rush, all stimulated to visit 
the hardware store through the 
enthusiasm of friends who have 
benefited from the “Christmas 
Tree Decorating Center.” 


Stores Thank You Notes 
Builds Extra Paint Sales 


T requires only a few minutes 
for the paint dealer to write 
a “Thank You” note whenever a 
customer has purchased a large 
quantity of paint, according to 
Bill Jernigan, paint department 
manager of Standard Hardware 
Company, Denver, Colorado. 

For more than a dozen years, 
Standard Hardware Company 
has been adding this small cour- 
tesy to its paint sales transac- 
tions, and invariably results 
have been excellent. Small, in- 
formal sheets of paper, which 
resemble typical wedding invi- 
tations, party announcements, 
etc. The “Thank You” is written 
in longhand and signed by the 
salesman who waited on the cus- 
tomer. A typical message reads, 
“Dear Mrs. Springer: It was a 
pleasure to help you with your 
home decorating problems and 
we are certain that the paints 
which you have selected will 
give you long satisfaction. If 
we can be of any further assis- 
tance, don’t hesitate to let us 
know,” followed by the signa- 
ture. 

The timing of the note is 
carefully gauged against the 
type of paint job being done, of 
course, so that where a big job 
is in progress, involving the en- 
tire exterior, or interior of the 
home, the note is sent at once, 
but where enough paint for only 
one or two rooms is involved it 
is delayed for some time to act 
as a spark plug for later paint 
jobs. ‘The huge number of “re- 
peat sales” on the store’s books 
indicates clearly that Standard 
Hardware Company’s customers 
appreciate this courtesy. 
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EVERAL clever display ideas 

help Englewood Hardware 
Company, Englewood, Colorado, 
to enjoy an exceptionally suc- 
cessful holiday sales season for 
Christmas of 1955. 

Always noted for unusual, 
eye-opening displays, Mrs. 
Maude Coffey, owner, decided 
for the 1955 edition to “appeal 
to both the ear and the eye.” 
Thus, above the main entrance 
to store, a set of chimes were 
installed which play some 16 
notes of a popular Christmas 
song whenever the door is 
opened or closed. This tinkling 
“Christmas carol’’ naturally 
caught a lot of attention from 
the crowded sidewalks outside 
the store on Englewood’s busy 
Broadway, and attracted many 
more people inside than would 
normally be the case, Mrs. Cof- 
fey is convinced. 

Next, throughout all gift sec- 
tions of the store, popular varie- 
ties of soft stuffed animals were 
suspended from almost-invisi- 
ble wires, at various heights. 
There were more than 20 such 
gift suggestions for children, 





FIG. 1—STUFFED TOYS were sus- 
pended by almost invisible wires from 
the ceiling to provide colorful decora- 
tions and effective promotional dis- 
play. 
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. .. With Music Suspended 
Toys and Real Xmas Trees 


swinging on the wires above dis- 
plays directly behind the all 
glass front, over the aisles, and 
continuing on back into the 
store. No matter where any cus- 
tomer passed in shopping at 
Englewood Hardware Company, 
their attention was bound to be 





FIG. 2—REAL CHRISTMAS TREES, 


spaced about 15 feet apart, were 
mounted on overhead horizontal post. 
Dummy gift packages were suspended 
from mounting posts. 


attracted by a particularly 
colorful group of toy animals 
chosen for the promotion. 

Then above the shelving at 
either side of the store, Mrs. 
Coffey erected actual Christmas 
trees, spaced from 15 feet apart 
down the 90 foot through the 
store, sprayed in various colors 
and mounted on a post set hori- 
zontally to get the tree out from 
the shelving. Suspended below 
each of the trees, which were 
sprayed in silver, blue, “shock- 
ing pink” and white, were 
dummy gift packages, neatly 
wrapped, giving the gift shop- 
per an idea of the gift wrap- 
pings which the store offered, 
and of course lending consider- 
ably to the holiday gift atmos- 
phere. 








CUSTOMER selects size crutch and 
chair tip he needs from custom-made, 
handy display rack. 


Puts Tips on 
Sample Board 


In the Charles Miller Hard- 
ware, Palm Springs, California, 
crutch and chair tips are sold 
from a small display rather than 
from assorted boxes or bins, and 
with just as good results as if a 
large display were maintained. 

The tips are mounted one of 
each size on a board that can be 
shown to customers so custom- 
ers can select the size wanted. 
Written by each tip is the size 
numeral and price. When the 
size is selected, the item is taken 
from its original box container, 
which is stored under the 
counter. 

Advantages of this small dis- 
play board are: The customer 
can quickly “see” the size 
wanted, instead of handling 
various ones from open display 
or boxes; Store employees are 
not spending valuable time sort- 
ing tips to get correct sizes back 
together, and the store shows a 
higher net profit on this item 
because of the time saved. 

The display is easy to make. 
Wood screws through inside of 
tips hold the sample to board. 
It is strong, handy and sensible. 


31 





JANUARY MERCHANDISING 





FIRST WEEK 


Dec. 29-Jan. 4 
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Outdoors- Indoors 
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| Cont 





| IN-STORE | Winter Sports 
PROMO- Outdoors -Indoors 
TIONS ture sk 
AND eds, skates, etc.) | 
| SOURCES 
FOR 
ADVERTIS- 
ING 


Up-to-Date Kitchen 


Buy Yourself a Gift 
| with That 
Check (Featur 


left 


| } Duliders 

Xmas gift items|Buy Yourself a Gift] bathroom fix 
ft! with That Christmas| accessories, 

andise) | Check (Cont.) hardware, et 


as well as stock gi 


Feature woodsmen S| 


items—axes, block and 


| Outdoorsmen’s Tools 
| 
| 


it | 
tackle cnair r 


at 





| SPECIAL 
DATES 


| Winter Sports 
| Outdoors- Indoors 


Wintertime Needs 


| Winter Sports 
(Fea- | Outdoors- Indoors ba t along with 


ment,| Cont 


Wintertime Needs (Fea- 


Christmas) w 


|Outdoorsmen’s Tools 


| Jan. 1—New Year’s Day/ Jan. 
| admitted 
| 1912 


SECOND WEEK THIRD WEEK 


Jan. 5-11 Jan. 12-18 


| Home Tool Kit 


| Wintertime Needs 


| 
|Home Tool Kit (Feature 


tools) 


heaters, flash-|Wintertime Needs 
anterns, porta-| (Cont 
lamps, lamps, shoe} 
rs, porch mats,|Replacement Spots in 
stripping, etc.)| Your Home (Feature 
r mardware, 
and 


| cabinet 


Time Killers 
and ac- 
| ssories tor entertain- 


Winter 
(Feature 








| ment and | bhies 


Outdoorsmen’s Tools 


Home Tool Kit 
Color Inside the Home 


Color Inside the Home 
varnish and a 
Home Tool Kit (Cont.) 


Wintertime Needs 
(Cont.) 


Replacement Spots in 
Your Home 


Winter 
(Cont.) 


Outdoorsmen’s Tools 
Cont.) 


FIFTH WEEK 
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The Laundry of Ease 
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supplies) 
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DO-IT-YOURSELF DISPLAY TIPS cross merchandising 


Created by Bill Haber 
(Builders Emporium, 
Van Nuys, California) 








1. DISPLAY BOARD on which build- 
ers hardware and cabinet hardware is 
shown, is also on sale to home crafts- 
men. Boards are attached to decca 
pole which is turned by turntable. 
Displays are high enough to clear 
merchandise shown on top of floor 
fixture. 
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2. PANELS ARE EDGED with alu- 
minum molding to show customers 
how molding can be used. Panels also 
display shelf brackets, bathroom ac- 
cessories, drapery accessories, screen 
door hardware. In all cases both sides 
of panels are used to display merchan- 
dise. 


3. PEGBOARD PANELS, sold to 
homeowners are shown on this ani- 
mated display and also used to display 
a variety of builders hardware, per- 
forated board hardware, and alu- 
minum molding which is also used to 
frame panels. Cross merchandising 
has proven successful. 
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How to make SURE 
f. customers 





shop 
and return! 


MADE INU.S A 


\ > 














es Southern Screw’s EZ to C labels on colorful, soil- and 


moisture-resistant cartons make their own display! And 
they bring you quick self-service made error-proof by 
keyed color, silhouette, and border design. 


SOUTHERN scaiw co. 


ROUND HEAD 
STOVE 


BOLTS 


100 
MADE INU. 5.8 


Southern packaging is the truly modern, efficient way 
to stock, display and sell. 


Then Southern Quality brings your customers back for 
more Southern fasteners—and extra opportunities to 
make “related-item” sales! 





es it ae re al aa Ge ke i 


A em AR fs eo ce a Oe LR Ca 
Complete line of screws and bolts in widest range of 


(Ui Li ee oe: HY A ee sizes and finishes. 


Wood Screws «+ Stove Bolts + Machine Screws 
A & B Tapping Screws « Hanger Bolts + Dowel Screws 
Roll Thread Carriage Bolts + Wood and Type U 
Drive Screws «+ Nuts, Machine Screw 


For free Color Label Chart and descriptive Stock 
Guide, write Box 1360-HW. 








S 


SOLD 
WAREHOUSES: THROUGH 
NEW YORK « CHICAGO LEADING 
DALLAS « LOS ANGELES SCREW COMPANY — 
DISTRIBUTORS 


STATESVILLE nad NORTH CAROLINA 
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JANUARY PROMOTIONS 





Home 
Tool Kit 


Schedule: Jan. 12-18 


OBJECTIVE: There are many persons who do not 
have an adequate set of tools in their home. In 
fact, many persons, particularly those new home 
owners are not certain what constitutes basic tool 
needs for the home. It should be the job of every 
hardware retailer, at least once a year, to run a 
promotion which helps these people realize what 
constitutes a basic tool set and what additional 
tools are needed for special jobs. 


WINDOW: The basic tool set should be shown on 
a simulated carpenter’s apron. Tools that can be 
added to the basic set are shown on the floor. 
Prices should be shown for each individual tool 
and a price should also be shown for the total cost 
of the basic tool set as shown in the carpenter’s 
apron. The list of the basic tools is shown in the 
sample newspaper advertising shown herewith. 


ADVERTISING: Use newspapers where possible 
so that you can show illustrations of the entire 
basic tool set and use the type of ad as shown here- 
with, each item preceded with a box for check 
mark. If you use radio be sure and list the com- 
plete basic tool list and mention the total price. 
Also promote the idea of buying this set right now 
on a convenient credit plan. 


34 






































Get Yourself 
a Home Tool Kit Now! 


This Kit is an excellent 


starter set 
Claw Hammer, 16 0z..$0.00 [] Socket Butt Chisels 
see 2248 I—W-inch ....... $0.00 
1 Crosscut Saw, 1—%-inch ....... 00 
LG ROUYE ses ee 00 [ Hack Saw Frame and 
Cl Rip Saw, 5% point.. 00 ee ane ; 
CP MO cov ac cha eenes .00 
Bae eae .00 C0 Bits, ¥4-in.-3%4-in. 
[] Smooth Plane, 8-inch .00 by eighths ....... .00 
neha oat .00 
(0 Screwdrivers O pus aa ‘ “ ; 
i... dae ee 
Mins cage CO Slip-joint Plier with 
1—10-inch ....... .00 wire cutter ....... 00 


(Show illustrations of other tool sets with detail 
of contents and price.) 


YOUR STORE NAME 








Newspaper Ad. (Also use as check list for tools needed.) 


HARDWARE WORLD 

















it TAKES three things. Proper quality material to start 
with . . . superbly equipped plant . . . and long-time 
experienced men to make the machines produce strong, 
well formed fasteners, by the millions ... each one same 
as the next. 

That describes what’s back of every RB&W fastener. 
And that’s why all your customers for RB&W machine 
bolts, carriage bolts, stove bolts, and lag bolts stay satisfied 
customers. 


WHAT THE RB&W DISTRIBUTOR OFFERS YOU 


1. The most complete line in the field 

2. Top quality throughout the line 

3. Complete reliability of supply and product 
4. Fast, accurate and friendly service 


5. The original upside-down package — extra strong 
for no-spill, quick, easy handling 


Next time you order, make sure to make it the RB&W line. 
Russell, Burdsall & Ward Bolt and Nut Company, P.O. 
Box 3336—Terminal Annex, Los Angeles 54, California. 


DISTRIBUTORS FROM COAST TO COAST 


For Details Circle 17 on INQUIRY CARD 
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111th year 


Plants at: Los Angeles, Calif.; Port Chester, N. Y., 
Coraopolis, Pa.; Rock Falls, It. 
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Wintertime Needs 


Schedule: Jan. 5-18 


OBJECTIVE: At this time of the year display all 
types of merchandise in one group that is needed 
for wintertime use. 


WINDOW: Use hardboard cut out in shape of 
house with chimney for sign. Use cotton to ap- 
pear as snow on roof. Assemble as many winter- 
time articles as possible in window. 


MERCHANDISE TO PROMOTE: All types of 
portable lamps (battery or liquid fuel type) should 
be exploited in this promotion along with port- 
able heaters, mats, shoe scrapers, weather strip- 
ping. Also push such things as games and hobbies. 


ADVERTISING: Use newspapers and/or radio to 
push the theme of wintertime needs. If news- 
paper, Show illustrations of several items with 
suitable captions explaining their needs and use, 
along with price. If radio, point out the needs of 
various items. 
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Color Inside the Home 
Schedule: Jan. 19-Feb. 1 


OBJECTIVE: This promotion has been designed 
to sell paint during a period in which most dealers 
figure no one wants paint. With today’s quick dry- 
ing paints coupled with the fact that the man of 
the house has several months that he can’t do 
much outside, it becomes a natural thing to plan 
a paint project. However, it needs a positive mer- 
chandising program to stimulate the home-owner 
to realize this. 


WINDOW: A poem is used to quickly sell the 
home-owners that this is the proper time to paint 
things inside the house. For those whose vision 
is not good enough to read the words in the en- 
graving, the poem reads: “When it’s cold outside, 
and there’s nothing to do, Cheer up all the rooms 
and the family, too.” A sign follows with the 
copy: “Paint the walls, cabinets, furniture and 
trim.” 


HARDWARE WORLD 








HERE’S A 3 WAY 


WINNER! 


TO HELP BUILD SALES 


HALAL 


PAINT 
STRAINERS 

) PAINT 
PADDLES 
YARDSTICKS 


11< 


TINNERS SNIPS 
| 

e Drop Forged 

e Chrome Plated 

e Individually Boxed 

e Competitively Priced 


DIAMALLOY 


AVIATION SNIPS 


(Compound Action) 


—— 


DAR10 Cuts Right 


ee Rain oe a RIL eee ML iL is 8 


vhelabekebabsEatatobah 


Increase paint sales fast, the 
RESTCO way and build customer 
good-will at the same time. Each 
of these three RESTCO products 
is a constant reminder of your 
store name and the paint you sell. 
Each one a high quality product, 
is available to you imprinted with 
your store name at a low low cost 
Write now for free samples, prices. 


We manufacture 
RESTCO Paint 
Strainer Holders. 
Prices on request. 


pLthihttetdattihihthithlddebt 


Reviasie Strainer 
Manuracwrinc Co. 


1725 N. EASTERN AVE 


LOS ANGELES 32, CALIF 


For Details Circle 18 on INQUIRY CARD 


UP Sales and Profits 


in Tinware with 


DAL10 Cuts Left DAS10 Cuts Straight 
DIAMALLOY 
METAL CUTTING SNIPS 





STRAIGHT 
PATTERN 


nationally advertised 


Cutting Weight, 


MOULI LINE y= : 
New... the rapid aa i 


MOULI MASHER PATTERN. 


PATTERN 


with 3 grills 
Another new 
MOULI work- 
saver joins the 
world-famous 
MOULI line 
of fast-selling 
kitchen uten- 
sils. This new 
masher does 
a fast, simple 
mashing job 
on vegetables, fruits, etc. .. . and is a perfect 
strainer for broiled foods, macaroni, spaghetti, too. 


Smashing all sales records! 

Thousands sold every day! 
MOULI 
GRATER 


only $100 
i OR ee 


MANUFACTURING CORPORATION 
91 BROADWAY JERSEY CIT N 


For Details Circle 19 on INQUIRY CARD 


DECEMBER 1956 


> , 
%, Tom» 





1234" 
COMBINATION 
PATTERN 


DSC14 144%" 30 Ib. 8 oz, 


HEAVY 
DUTY SNIPS 


DSS16 164" 2%" 
N 


42 Ib. 
orm, 2 y" 


Ask your Wholesale Supplier for Diamalloy Snips made 
by the manufacturers of the Diamalloy Wrench. 


P)y- (eo), | ome oy.) 4 


DULUTH, MINN. 
For Details Circle 20 on INQUIRY CARD 
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© uicoor 
Bubbler 


oF 4 


150—PRODUCT-MOUNTED, 3-color 
die-cut counter display card is de- 
signed to permit mounting of Camco 
outdoor Bubbler directly on card, 
creating an illusion of reality of ap- 
plication. Card is 11” x 17” and is 
lined to prevent warping.—Cambridge 
Tool & Mfg. Co., Inc. 






151—NEW PACKAGE for its new 
copper and brass cleaner has been 
adopted by Ecko Products. Attractive 
package, in a special point-of-sale 
display, offers a free trial combination 
which features a small one-shot unit 
that accompanies a regular four ounce 
size.—Ekco Products Company. 


152—DOUBLE-DUTY BOX, elimi- 
nates any unpacking for display or re- 
packing for carry-away or delivery to 
the customer’s home for Redi-Mixer. 
Lid is die-cut to hold back, forming a 
display riser proclaiming the merits 
of handy, compact device.—Knapp- 
Monarch Co. 
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Merchandising Aids 





153—PRIZE-WINNING counter dis- 
play of Alsynite translucent fiberglas 
panels holds a full set of 5” x 8” 
samples of plastic sheeting in a vari- 
ety of colors. Panels are easy to use, 
and may be cut with power or hand 
saw, shears, or drilled with ordinary 
tools.—Alsynite Company of America. 





154—INDIVIDUAL DISPLAY CAR- 
TONS for O-Cedar’s line of mop re- 
fills are now printed in attractive 
colors, featuring a look-through cello- 
phane window, dramatizing pretty 
hues and soft texture of mop pads. 
Compact size permits more economical 
storing and shipping.—O-Cedar. 





155—“ASSEMBLY PACK” carton for 
General Electric’s line of Model PB-18 
automatic blankets, has a detachable 
top that becomes an attractive header 
for display purposes. Pack is wrapped 
in clear storage and display bag to 
protect merchandise.—General Elec- 
tric Co. 








ee “f 
156—DO - IT - YOURSELF RENTAL 
STAND for promoting both equip- 
ment rentals and sales of associated 
items, fits into a 3’ x 5’ space, pro- 
viding ample room for the display of 
sander, edger, spinner, floor polisher, 
floor brushes, sandpaper, etc.—Holt 
Manufacturing Co. 





157—SELF - SERVICE chain display 
stand features a_ built-in leverage 
chain cutter as well as a handy mea- 
suring device and holds seven reels of 
sash, jack, safety, lock, link, coil or 
machine chain. It occupies less than 
two square feet of floor space.—S. G. 
Taylor Chain Company. 


] 




















158—“FREE STANDING” display is 
designed to hold six assorted shovels 
and pushers and requires practically 
no more space than is needed by the 
shovels themselves. Compact display 
can be set up in a matter of minutes 
either inside or outside.—Gardex, Inc. 
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Survey Helps Pin-point Your Customers 


HO are your’ customers? 
Most dealers can tell you 
who they think their customers 
are, but until now there has 
never been any accurate figures 
available that a dealer could use 
in determining who his custom- 
ers are and who they should be. 
A national survey recently re- 
leased by the U. S. Fish and 
Wildlife Service provides ex- 
tremely important marketing 
data on the number of hunters 
and fishermen, their ages, and 
how much they spend in pursuit 
of their favorite sport. 

In most sports departments 
hunting and fishing gear are the 
major volume producers, and 
this survey was conducted to 
find out just how many Ameri- 
cans indulge in one or the other 
of these activities and just-how 
much they spend each year. 


Survey Covered Good Cross Section 
of Nation 


In the spring of 1955, three 
hundred interviewers, working 
in every state of the Union and 
in both cities and rural commu- 
nities, visited over 20,000 homes 
to quiz people in all walks of life 
regarding their participation in 
America’s favorite outdoor 
sports, hunting and fishing. Only 
those persons over 12 years of 
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age were considered eligible. 

The final tabulation of the 
survey figures confirmed what a 
lot of people had known for a 
long time; that these sportsmen 
comprise one of the largest 
groups in the country and that 
their purchases represent big 
business. 

For example: twenty-five mil- 
lion persons over the age of 12 
went hunting or fishing in 1955. 
These sportsmen spent three bil- 
lion dollars for 567 million days 
of sport, and drove their auto- 
mobiles more than 10 billion 
miles during the year. 

This breaks down something 
like this: Twenty-one million 
persons, 18 percent of the na- 
tion’s population over 12 years 
of age went fishing in 1955. They 
spent 794 million dollars for 
equipment alone, and 37 million 
dollars for licenses, although 
seven million did not buy li- 
censes. 

To put it another way, one in 
every four men went fishing, 
and one in every 11 women went 
fishing during 1955, indicating 
that fishing is not a “man world” 
by a long shot. 

The largest single group of 
fishermen, well over five million, 
falls within the 45 to 65 age 
group, although the 35 to 45 age 


group runs a close second with 
slightly over five million fisher- 
men in this group. Teen-agers 
account for over three million of 
the total, with those over 65 
years of age accounting for one 
million, the smallest age group. 

All together fishermen re- 
ported that they spent a total of 
two billion dollars on this sport 
with about 40 percent of this 
sum spent on gear alone. The 
rest was spent on transporta- 
tion, lodging, licenses, etc. 

Of this two billion dollars it 
is interesting to note that three- 
quarters of this was spent on 
fresh water fishing, with the re- 
maining one quarter spent on 
salt water fishing. 

Also of interest to Western 
dealers are the statistics show- 
ing the West Coast fishermen 
spent over 50 percent more, 
$156.00 average compared to 
$91.00 spent by the average East 
or Gulf Coast fisherman during 
1955. 

An earlier report by the Fish 
and Wildlife Service covering 
sales of fishing licenses covering 
the 1954-1955 season gives us a 
break-down by state. Total res- 
ident and non-resident fishing 
licenses issued in the 11 Western 
states for this period reads as 
follows: 





Kemington Dealer Letter 
: hee dps. 


BRIDGEPORT REG US pat OFF. CONN. 


FREE CHRISTMAS RIFLE DISPLAY 
STOPS CUSTOMERS . . . STARTS SALES 


COMES WITH 4 POPULAR REMINGTON 22's wilt Chitin 











During the busy season ahead let this colorful Remington 22 
rifle shipper-display take work off your hands and add sales 
to your register. Four fast-selling 22’s come shipped in 
this bright red-and-green unit. They include two model 514 
bolt-action single-shot rifles, one model 512 bolt-action 
repeater and one model 550 autoloader. Just open this 
completely assembled display . . . stand it up and 
you're ready for business. It’s so compact you can spot it 

any place in the store. Ask your wholesaler for the otis 
Remington No. 420 rifle assortment and Christmas display 
that costs nothing extra—you pay only for the four rifles. 
Display is 1742” wide, 642” deep, 4412” high. 


x «x x 


—also free with 
rifle assortment 


Give 2 a 
] REMINGTON 22 RIFLE 


"The Perfect Gift” 
for a Lifetime of Shooting fun 





Individual gun- 
stock wraps have WINDOW BANNER 
space for personal 2412" wide, 91/4" high 
note from the giver. 








this Chatstnas...gine a 
DISPLAY CARD 
ee Ipc 1S" wide, 10%" high REMINGTON FIREARMS IN WINDOWS 


ARE SHOPPER STOPPERS! 
One sure way to get attention for a sales display 
is to feature guns in the show window. Retailers 








These bright red and green extra sales aids find that both shooters and non-shooters are 
are packed with every assortment of the four Remington 22’s. strongly attracted by a gun display. Capitalize 
They let you do a complete job of merchandising throughout the on this interest. Show Remington firearms all 
store—from show window to point of purchase. year round in your windows. 
For Details Circle 21 on INQUIRY CARD 
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mM tasrar.sr vam 


A ore 142,928 
Cebitortiai. kiss... 1,285,980 
ee eee 360,703 
ee oo ae 249,248 
ES ee 216,451 
CE a 54,887 
ES bi dcswanen 318,207 
New Mevr‘ico ......... 95,389 
We ita ee tee wus, 173,100 
Washington ......... 371,736 
Wem 6c io6Sn 170,180 


TOTAL LICENSES 
SALES in 11 Western 
SE ok wh vin hae ees 3,438,809 


Fishermen Are a Traveling Clan 


As we have long suspected, 
the average American fisherman 
is a traveling man, and the sur- 
vey reveals that he will go al- 
most any place where fishing is 
rumored to be “hot”. The aver- 
age fisherman travels 319 miles 
per year in pursuit of finny 
game, although one out of every 
five fishermen travels 1,000 miles 
or more every year for fishing 
purposes. The average fisherman 
took eight fishing trips during 
1955, and spent an average of 
19 days fishing. 

Of importance to dealers is 
the revelation that one out of 
every three households in the 
United States, and this figure is 
probably higher in the 11 West- 
ern States, had one or more fisher- 
men or hunters in the family. In 
the big cities sportsmen are 
found in one household out of 


£ 





WESTERNERS PREVIEW 1957 LINE OF FISHING TACKLE — 


every six, in small cities and 
towns one in every three house- 
holds, and in rural areas one in 
every two households has a 
hunter or a fisherman as a 
member. 


Hunters Almost 12 Million Strong 


Persons who engage in some 
form of hunting activity, as re- 
vealed by the survey, numbered 
11,784,000 strong in 1955. Of 
these 9,951,000 required licenses 
and 1,833,000 did not require 
licenses. 

Small game hunters listed at 
9,822,000, outnumbered all other 
types of hunters. Next came big- 
game hunters with 4,414,000 
persons, and last was waterfowl 
hunters with 1,986,000. 

Out of this nearly 12 million 
hunters, 418,000 were women, 
18 years of age or over, and 
9,675,000 were men, 18 years of 
age or over. Minors accounted 
for 1,691,000 of the total hunt- 
ers’ figure. 

This army of hunters spent 
almost 500 million dollars during 
1955 for equipment alone. When 
travel, food, lodging, licenses, 
stamps, etc., costs are added to 
the purchase of equipment the 
total expenditure by hunters 
was $936,687,000, or $79.49 for 
every hunter. 

To sum it all up, just what do 
these figures reveal. 

First, the survey confirms 








DEMONSTRATIONS of new 1957 tackle numbers under actual fishing condi- 
tions highlighted the annual sales convention of the Horrocks - Ibbotson 
Company, which was held recently in Utica, N. Y. Horrocks-Ibbotson salesmen 
in attendance (left to right) were: John D. Crowe, British Columbia and 
Alberta, Canada; Lennart Johnson, California, Utah and Nevada; John Steward, 
California, Utah and Nevada; James C. Miller, firm’s sales manager; W. C. 
Block, Washington, Oregon, Idaho, Alaska; J. D. Jackson, Colorado, Wyoming, 
Western Nebraska, Montana and South Dakota; and Ken R. Razee, New 
Mexico, Arizona and Colorado. 
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A LOT OF STEAKS, sailfish steaks 
that is, could be carved from this fish 
caught by Mrs. Dave Bartelme, who 
is dwarfed by the size of the “critter”. 
Mr. and Mrs. Bartelme, he operates 
the Bart-Kinnison Company, a manu- 
facturers representatives firm, in San 
Francisco, recently returned from a 
two-week vacation in Mexico. They 
flew to Mexico City, and from there 
drove to Acapulco, where Mrs. Bar- 
telme landed this beauty. Mr. Bar- 
telme caught two saii fish and a 
dolphin during their three-day stay in 
Acapulco. The Bartelme’s fished from 
the Bertha Elisa II, skippered by G. A. 
Betancourt. 


what we have know all along, 
that the manufacture, distribu- 
tion, and retailing of sporting 
goods is big business. When we 
take the total number of hunters 
and fishermen and add to this 25 
million figure the many other 
millions who go in for golf, bowl- 
ing, tennis, baseball, winter 
sports, and the almost limitless 
list of sports activities, we can 
see that sportsmen comprise one 
of the largest buying groups in 
this country. 

The survey also reveals that 
hunters and fishermen are found 
in ali walks of life. They live in 
the cities, in towns, and on the 
farms, and comprise a cross- 
section of the population encom- 
passing both men and women in 
all age groups. It’s a good busi- 
ness to be in, and the informa- 
tion contained in this survey 
should be of considerable help to 
every single dealer in the opera- 
tions of a more profitable sports 
department. 
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New 1967 


SOUTH BEND 


croquet line 


wins enthusiastic jobber- 
dealer acceptance! 


New, up-to-the-minute styling ... vibrant new 
colors and the same famous South Bend quality 
are your big assurance of fast, easy impulse sales 
for °57. Exclusive, new wood-metal racks afford 
better display... greater strength! Lighter 
weight means freight savings. Fourteen models 
— $5.00 to $35.00. Let South Bend help make 
*57 your greatest year! Write for new Selh.cialel 
catalog and complete details right away! 


ceebenerenedivess — 


Contact your jobber 
or sales representative! 


SALES REPRESENTATIVES 

East—Julius Levenson, 7 East 17th Street, 
New York, New York 

Midwest-South Bend Toy Mfg. Co., 

South Bend, Indiana 

South—Louis Williams & Co.,3rd National 
Bank Building, Nashville, Tennessee 

Denver & Pacific N.W. -Leo Scherrer, 

2840 W. 93rd Street, Seattle 7, Washington 
California & S.W.- Anderson Sales Company, 
2330 West Third St., Los Angeles 57, Calif. 
Canada —Standard Cycle Products, Toronto 


Export—R. J. Kaufman, Inc., 1170 Broadway, 
N. Y., Cable—RUKAUF, New York 











CUMBERLAND 
CAPS and 
CREELS 





CUMBERLAND 
FISHING 
CLOTHES 








CUMBERLAND 
HUNTING 
CLOTHES 


#774 JONES STYLE CAP 


# 1470 FISHING PANTS #1367 FISHING VEST 


#772 HUNTING CAP 


#1579 FISHING CREEL #1268 FISHING JACKET 


# 1569 FISHING CREEL 


#740 FISHING CAP 


#1759 SHELL AND GAME VEST #1559 HANDY ANDY 








SOUTH BEND TOY 
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Se cumseRLaNe ++ | Wréle tor free 


literature. 


THE AMERICAN PAD & TEXTILE CO. 
SPORTSWEAR DIVISION 
GREENFIELD, OHIO 
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of the 
MONTH 
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OBJECTIVE—Promotion is designed to call attention to winter- 


time sports gear for both the indoor and the outdoor recreationists 
of both sexes. 


WINDOW—Can be divided into two sections by grouping of mer- 
chandise into two specific groups, one for “indoor” and one for “‘out- 
door” activity, and by using simulated snow as floor or base for one 
group and a wood-grained floor for the other side. Skis, sleds, ice 
skates, snow shoes, and of course sports clothing, if carried, form 
the backbone of the outdoor section. The indoor section should have 
bowling balls, bowling bags, bowling shoes, table tennis and bad- 
minton gear, and various kinds of indoor games. If the sports de- 
partment carries sports books, they should be given a prominent 
spot in window as they are very popular with the novice as well as 
the seasoned sportsman. 


GIMMICK—Signs can be used in window, as well as throughout 
the store, reminding customers that here is the place to “Buy Your- 
self a Gift” with any cash or checks that you received as a Christ- 
mas present. This theme can be carried out in all store or depart- 
mental advertising that will be used to support this promotion. 


ADVERTISING—This promotion should be backed-up with 
newspaper and/or direct mail advertising. As a service to your area 
and to attract extra readership of the ad, you might run a list of 
the special sports events, or a list of sports facilities in your area, 
in both newspaper advertising and in the direct-mail campaign lit- 
erature. Merchandise featured in the promotion should be listed in 
all advertising. 
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SPORTS NEW PRODUCTS——— 
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275—ALL-FAMILY GUN, the Cros- 
man Series 180 Gas-Powered Pellgun 
Rifle, is shorter and lighter than the 
regulation Crosman rifles, and can be 
handled easily and confidently by 
women and children. Available with 
choice of standard .22 caliber or .177 
caliber.—Crosman Arms Co., Inc. 


276—NEW SIGHT for the Marlin 56 
Levermatic is an extension type that 
puts the aperture close to shooter’s 
eye. Sight is mounted low and a higher 
front sight is not required. It has pos- 
itive locks for both windage and ele- 
vation. Retails for $5.00.—The Wil- 
liams Gun Sight Co. 





277—STARLESS DRAG CONTROL 
enables fishermen to apply a little or 
a lot of drag, or even release drag al- 
together, without moving hand from 
handle knob. Drag is optional equip- 
ment on all firm’s reel models except 
Big Game and is available as separate 
accessory on reels now in use.—Mon- 
tague-Ocean City Rod & Reel Co. 


43 








NEW PRODUCTS— Continued From Page 10 
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116—WALL MODEL VERSION of 
the Sharpy Knife Sharpener has been 
introduced. Called Li’l Sharpy Jr., it 
is made of die-cast aluminum with 
baked enamel finish in pastel colors. 
Heart of the tool is the patented file 
insert used in the more expensive 
model.—Milwaukee File Co. 





117—4-CUT Androck flour sifter is 
designed to complement any kitchen. 
This satin-finish, copper plated sifter 
is lined inside with lustrous chrome 
plating. The black, all-metal handle is 
shaped for comfortable one-hand grip- 
ping. Retails for $2.98.—The Wash- 
burn Company. 





118—NEWEST Swingin’ Spray 
sprinkler in the Melnor line will be 
fair-traded at $6.95, and is especially 
suited for small lawns. It will cover 
areas up to 1500 square feet. Unit 
has all the features of firm’s other 
oscillating lawn sprinklers, including 
Perma-Sealed motor.—Melnor Indus- 
tries, Inc. 
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119—UNLIMITED RANGE of deco- 
rating possibilities can be achieved 
with the Tempo line of cabinet hard- 
ware. Pulls feature combination of 
black with bronze, copper and brass in 
two styles and sizes of pulls, to fit 
contemporary trends in home decorat- 
ing.—Washington Steel Products, Inc. 





120—FULL LINE of “Hook” and 
“Big Hand” scrapers will be retained 
by Red Devil Tools which have pur- 
chased the Hook Scraper Manufactur- 
ing Co. The Hook scraper is used on 
woodwork requiring fine finishing 
while the Red Devil scraper is con- 
sidered a general use tool.—Red Devil 
Tools. 


121—BROAD COLOR SELECTIUN 1s 
offered in the new and expanded line 
of self-watering plastic planters in 
the BuGay line. Special wick trans- 
mits water from base to soil for self- 
watering. Improved static-proof plas- 
tic repels dust to keep planters clean. 
—BuGay Plastic Products, Inc. 








122— QUICK SIZE IDENTIFICA- 
TION for dealer as well as customer 
is provided by the heavy vinyl sleeve 
now applied to the couplings of all 
Supplex tire-cord reinforced garden 
hose. Bright yellow sleeves are mark- 
ed with hose length and Supplex trade 
mark.—Supplex Company. 





123 — ADDITIONAL CAPACITY is 
provided in the new Delta saw-jointer 
combination which features a 9-inch 
tilting arbor saw. The saw will cut to 
a depth of 2%, inches permitting op- 
erator to cut full 2-inch stock at a 
45-degree angle. Retails at $176.75 
less motor.—Rockwell Mfg. Co. 





124—-NO CLOGGING is feature of 
Hudson Profit-Matic Roto-Feeders. As 
pigs root against lubs on hopper to 
rotate it, feed is raked by a stationary 
agitator to further promote free and 
constant flow of feed. Available in 15 
and 6 bushel sizes.—Hudson Manu- 
facturing Company. 
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POWER MOWER PREVIEW 


Survey Shows Power Mowers Not A Short-Season Item 


HOSE retailers who have 

thought power lawn mowers 
were sold through a short sea- 
son will be surprised by the re- 
sults of a recent market study 
made by Power Products Corpo- 
ration (a company which sup- 
plies engines to numerous power 
mower manufacturers). 

Warranty cards returned to 
the company by consumer pur- 
chasers of mowers indicate that 
11.2% of 1955 purchases were 
made in April, 25.7% in May 
and 18.9% in June. But the 
last six months of the year ac- 
counted for an unexpectedly 
large share of the annual total 
—40.5%. The company reports 
that they received card returns 
on about 30% of the engines 
sold. 

The study was made with 
nearly 1,500 present and pros- 
pective power mower owners. 
They were divided into groups 
according to size of lawns. It 
was found that 56% of the pres- 
ent mower owners and nearly 
80% of those who said they in- 
tended to buy one were found to 
be living in homes with small 
or medium sized yards—strong 
evidence that power mowers are 
no longer confined to wealthy 
owners of big estates. 

Regarding price, it was sur- 
prising to note that 70% of the 
prospective buyers expect to pay 
from $75 to $150 for their new 
machine. 

Regarding the type of retail 
outlet, it was disclosed that 
hardware stores were listed by 
17% of the owners and 22% of 
the prospects. One chain organ- 
ization was named by 28% of 
the present owners and 16% of 
the prospective buyers, which 
shows that this firm’s aggres- 
sive promotion of power mow- 


DECEMBER 1956 


ers has paid off in higher sales. 

The engine manufacturer has 
prepared a condensation of their 
market study in booklet form 
which is available to all retailers. 
You may get a copy by circling 
300 on Inquiry Card in this 
issue. 


125—BOTH FRONT CHUTE AND 
STAGGERED WHEEL DESIGN are 
featured on Midland’s recently intro- 
duced rotary lawn mower. Other fea- 
tures are ball bearing wheels, detach- 
able handle, and suction lift blade. 
Deck permits end-trim and side-trim 
close to shrubs and flowers. — The 
Midland Co. 


126—POSITIVE FREE-WHEELING 
of the Roto-Rugg rotary mower lets 
operator declutch the wheel drive for 
safe manual cutting close to trees and 
other obstacles by simple flick of the 
finger. Also features Vac-U-Lift inner 
ring and side discharge.—E. T. Rugg 
Co. 


127—FOR LARGER LAWNS the 
Pennsylvania Riding Mower turns a 
real job of work into a pleasant task. 
Unit has a full 21-inch mowing width. 
Powered by 2.85 hp, four-cycle engine 
for plenty of power for up-hill and 
down-hill mowing jobs. — American 
Chain & Cable Co., Inc. 


128—SELF-PROPELLED lawn 
sweeper with a power-driven brush to 
sweep lawns clean of grass cuttings, 
leaves, acorns, and lawn trash, rounds 
out Western’s line of lawn and gar- 
den tools. Unit has large capacity 
catcher that makes it practical lawn- 
care tool.—Western Tool and Stamp- 
ing Co. 


129—NEW LOOK FOR 1957 in Johns- 
ton’s 21-inch rotary features a two- 
tone matador red and shoreline beige 
finish. Mower features a blade adapter 
to prevent crankshaft damage, and 
new airplane type handle controls. 
Leaf mulcher is standard equipment 
with mower.—Johnston Lawn Mower 
Corp. 
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“10-second 
blade change” 


Not only is blade changing FAST, but it is 
EASY and CONVENIENT. Give the brass nut 
at the end of the handle a slight counter-clockwise 
turn and the blade drops out. Drop a new blade 
into the holder, retighten the nut and a fresh sharp 
blade is ready for use. 


This is the season for selling wood scrap- 
ers. There is still time to order a supply of 
FLETCHERS. There are six models to choose 
from. 


THE 3S KIT 


The modern trend is to buy tools in assort- 
ments or kits. FLETCHER offers a group of three 
popular wood scrapers in sizes 214”, 154” and 1” 
blades. 


The kit retails for $1.98 and offers a real saving 
to the purchaser. Extra blades for each scraper is 
also included. 


Ask your jobber salesman to show you the 
complete line of FLETCHER products. 


THE FLETCHER-TERRY CO. 


865 SOUTH ST. ¢ FORESTVILLE, CONN. 








For Details Circle 24 on INQUIRY CARD 


NEW PRODUCTS 


130—NEW DESIGN of Savage's 
Rotor Chief includes an improved side 
chute to prevent clumping or matting, 
and an adjustable deflector that con- 
trols the discharge. Safety toe-tip con- 
trol latch prevents mower from rolling 
when working on inclines.—Savage 
Arms Corp. 


131—IMPROVED design and appear- 
ance of Jacobsen’s 21-inch SPC power 
propelled rotary mower, Model 35C 
give it a smart, modern look. Mower 
is powered by a 3 horsepower Jacob- 
sen Hi-Torque engine. A leaf mulcher 
attachment is available. — Jacobsen 
Manufacturing Co. 


132—POPULAR PRICED Reo’s 
TKPL-18 power mower, features a 
twa-horsepower, two-cycle engine, ad- 
justable cutting height from one to 
three inches, and suction-lift Austem- 
pered steel blade and non-breakable 
steel base-—Motor Wheel Corporation. 
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133—SELF-PROPELLED, the Clem- 
son Power Drive, Jr., 18-in. reel type 
power mower has a “Handle Control’ 
enabling the operator to engage and 
disengage the clutch simply by sliding 
the handle forward or backward. It is 
powered by a 134-hp., four-cycle en- 
gine.—Clemson Bros., Inc. 





134A—IM PROVED side chute on 
Worcester’s Rotor Master mower pre- 
vents clumping or matting. Other fea- 
tures are adjustable deflector that con- 
trols discharge of clippings and inset 
wheels which permit close side trim. 
Four cycle engine is of lightweight 
design.—Worcester Lawn Mower Co. 





135—LIGHTWEIGHT and strong, the 
Scout Economy Vise has machined top 
jaw faces, cast-in pipe jaws, and a 
swivel base, and will serve all ordinary 
home shop “fixit” needs. Vise is ideal 
for Cub Scout Packs, Handicraft 
groups, and elementary school shops. 
—Wilton Tool Mfg. Co., Inc. 
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another reason why you profit from 


ASSURED QUALITY 


Greenlee Tools for Craftsmen 


Your customers who really know tools can instantly 
see the extra quality, extra value they get in a 
Greenlee 22 Solid-Center Auger Bit. And when they 
put these fine bits to work, they experience even 
finer performance than they expected, for a// Greenlee 
22 Solid-Center Auger Bits are of uniform high 
quality. In the manufacture of these bits, all cutting 
parts, point, throat, and twist are automatically 
milled on a battery of precision machines. Cutting 
edges are true . . . screw points are accurately 
hobbed . . . squares are perfect . . . the cold-formed 
shanks never vary. Here’s example again of the 
assured quality you and your customers get from 
GreeNnteE — to help build and keep bringing back 
more profitable business for your hand-tool 
department. Ask your wholesaler about 

GREENLEE tools, or write for catalog. 


Automatically producing Greenlee 22 Solid- 
Center Auger Bits on a special Greenlee 
bit-making machine for assured uniformity and quality. 









FREE. *e HAND-TOOL 
PROFIT CHART. Quickly converts 


cost per dozen of various items into unit cost. 

Gives profit percentages on selling prices and on costs, 
to help you rapidly figure your markups. Tells 

your profit story in seconds. Free to hardware and 
building supply declers . . . send 

request on your letterhead, 


A 


\\ GREENLEE TOOL co. 
GRE. LEE 1792 Herbert Ave., Rockford, I. 
—. Auger Bits © Electric Drill Bits © Chisels and Gouges 
For Detelle Circle SS es SOGEMEY naae © Other fine tools 
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44™ CALIFORNIA GIFT SHOW 


Los Angeles « January 20-25 
Brack Shops + Merchandise Mart - Ambassador Hotel - Biltmore Hotel 


Same time, CALIFORNIA JEWELRY SHOW, Ambassador Hotel—5th floor 


PROFIT PANORAMA! Time for the one BIG show in the West. Bigger and better 


than ever... with two new additions: the CALIFORNIA JEWELRY SHOW 

and the AMBASSADOR HOTEL show location. For your convenience: a fast, frequent 
and free bus service will make the circuit of all locations every 

15 minutes. No waiting! It’s a whole season of planned profit at your 
fingertips...a view that turns your tough problems into your big 


moneymakers. It’s the BIG show, and the EARLY show... brimming with 2500 


top lines (domestic and foreign) of timely buys, shrewd buys, best buys. 
A trip in time saves nine...so sign up now! 

yy TRADE SHOWS LTD. 

4: Se 672 S. Lafayette Park Place, l.os Angeles 57, Calif. 


For Details Circle 26 on INQUIRY CARD 
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TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE NUMBER 


“HERE’S HOW EASILY WE RE- 
FINISHED ONR FLOORS,” an eight- 
page folder features many helpful 
hints for the home owner on finishing 
old or new floors. Separate sections 
illustrate pre-sanding hints, how to 
use the drum sander, and how to sand 
areas not reached by the drum sander, 
plus information on the wide range of 
floor supplies and equipment available 
to the customer, a table of recom- 
mended abrasive grit sizes, and an 
entire page of layouts to help the 
home owner sketch in his floor dimen- 
sions for the dealer’s estimate. 

For Details Circle 200 on INQUIRY CARD 


STORE FIXTURE AND BUILD- 
ERS’ CATALOG, a 72-page catalog 
available from Knape & Vogt Manu- 
facturing Co., is devoted to photos, 
sketches and complete specifications 
for dozens of styles in regular, heavy 
duty and extra-heavy duty shelf stand- 
ards, brackets and supports; drawer 
and trunk rollers; display standards: 
sliding door sheaves, tracks and 
rollers; ete. 

For Details Circle 201 on INQUIRY CARD 


THE MODERN METHOD OF 
WALL TO WALL ILLUMINATION 
AND SOUND CONDITIONING, a 20- 
page booklet, discusses the universal 
applications of Sylvan-Aire, Syl- 
vania’s system of wall-to-wall light- 
ing. Brochure details the advantages 
and uses of the Sylvania lighting sys- 
tem which features three-way func- 
tional treatment of sight, sound and 
styling. 

For Details Circle 202 on INQUIRY CARD 


CHICAGO - LATROBE CARBIDE 
CATALOG, a 16-page Carbide Catalog 
showing a complete line of carbide 
tools along with technical data has 
been published by Chicago-Latrobe. 

For Details Circle 203 on INQUIRY CARD 
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ON INQUIRY CARD PAGE 32 


INSTRUCTIONS FOR SELECT- 
ING AND USING WOOD SCREWS 
AND SHEET METAL SCREWS, 
small folder, TC-4, will soon be placed 
in every master carton of Southern 
wood screws and sheet metal screws, 
Southern Screw Company. Folder 
gives complete instructions for mea- 
suring length and diameter, head 
styles available, pilot hole sizes, drill 
bit sizes, etc. Supplies of the folder 
will be made available to wholesalers 
and dealers to tide them over until 
the new cartons reach their shelves. 

For Details Circle 204 on INQUIRY CARD 


DUAL-PURPOSE SLIDING DOOR 
HARDWARE, catalog G 88R, 8-pages 
fully illustrated with diagrams and 
ordering data of the new 2820 and 
2800, 2804 and 2808 sliding door hard- 
ware sets, made by Stanley Works. 
Also shown are hardware trim and 
accessories, including 2930, 2931, 2900, 
and 2890. 

For Details Circle 205 on INQUIRY CARD 





A TESTED RETAILING PLAN FOR 
MAKING $1,000 EXTRA NET PROF- 
IT YEAR AFTER YEAR, a 48-page 
booklet offered by the American Floor 
Surfacing Machine Company, covering 
step - by - step operation of a rental 
tool Department. 
For Details Circle 232 on INQUIRY CARD 


“MYERS PUMP CARNIVAL,” a 
two-color direct-mail advertising piece 
features Myers complete line of water 
systems with front-page emphasis on 
the new “HK” Ejecto, water system 
recently put on the market. Included 
are Myers “HN” Ejecto, the new 
Myers plunger-type shallow well 
pump, the Myers submersible pump 
and the Myers deep well working 
head. Front of mailing piece provides 
space for 200 words of dealer copy and 
on the inside is another space for a 
dealer imprint. 

For Details Circle 206 on INQUIRY CARD 


PITTCO FLOOR HINGE BRO- 
CHURE, a 12-page, two-color booklet 
describing the efficient, reliable and 
adaptable control of Pittco checking 
floor hinge for all types of doors in 
public, commercial and industrial 
buildings has been issued by Pitts- 
burgh Plate Glass Company. Brochure 
contains a section on the variety of 
Pittéo hinges, facts on hinge and ten- 
sion selection, installation and main- 
tenance procedures and other perti- 
nent details for individuals concerned 
with the design and maintenance of 
entrances. 

For Details Circle 207 on INQUIRY CARD 


HOW TO REMOVE PAINT, VAR- 
NISH, ENAMEL, LACQUER AND 
SHELLAC, a folder for painters, “do- 
it-yourselfers” and others with wood 
and metal refinishing problems, con- 
tains tips on handling special prob- 
lems, such as carved surfaces and 
moulding. 

For Details Circle 208 on INQUIRY CARD 


THOROBOND, the new liquid bond- 
ing agent for improving adhesion 
between old and new concrete, plaster, 
and many other materials, is describ- 
ed in a folder offered by the Standard 
(Literature Cont. on Page 50) 
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Dry Wall Products, Inc. Folder de- 
scribes its characteristics, methods of 
application, coverage, etc. 

For Details Circle 209 on INQUIRY CARD 


“COLD MAGIC” a new “how-to” 
folder available from the Atomized 
Material Company, explains the many 
uses of amazing KwikMetal Cold 
Solder. Included are sections on Kwik- 
Metal repair and maintenance uses 
in auto body shops, by heavy indus- 
try, on the farm, by plumbing & heat- 
ing men, and in the home, and an 
additional section on the use of Kwik- 
Metal for hobbies. 

For Details Circle 210 on INQUIRY CARD 


“HOW TO SPECIFY CORRUGAT- 
ED BOXES,” one of a series of little 
packaging booklets published by Hinde 
& Dauch is packed with up-to-the- 
minute information to help manu- 
facturers do a more economical and 
ehicient job of packaging, and it pro- 
vices a convenient check list to de- 
termine the specifications for better 
corrugated boxes. 

For Details Circle 211 on INQUIRY CARD 


HY-GEAR APPLICATION CHART, 
offered by Ideal Corporation, shows 
the correct size clamp to be used with 
any given size and type of plastic pipe. 
Chart is divided into two sections, one 
covering standard wall and 75# pipe, 
the other covering heavy wall and 


100# pipe. Each section lists the 
various sizes of plastic pipe avail- 
able and shows the correct size clamp 
to be used. 

For Details Circle 212 on INQUIRY CARD 


THE CANDLE WONDERLAND, a 
48-page catalog available from The 
Muench-Kreuzer Candle Co., Inc., pre- 
sents a host of new and exciting can- 
dle ideas. Featured in the line this 
years are Emkay’s exclusive Glowing 
Candies, Blend-O-Color, and The Bug- 
Go-Lite Candles. 

For Details Circle 213 on INQUIRY CARD 


McDONALD BULLETIN issued by 
The A. Y. McDonald Mfg. Co., de- 
scribes its new Centennial Adapto-Jet 
Pump Line, Series 4100. Gives a com- 
plete list of construction features, 
models available, performance data 
and dimensional specifications. 

For Details Circle 214 on INQUIRY CARD 


SUPPLEX FLEXIBLE POLY- 
ETHYLENE PLASTIC PIPE BUL- 
LETIN, offered by the Supplex Com- 
pany, contains full details about the 
general and technical uses of the prod- 
uct, full listing of the items in the 
line and prices, flow charts and in- 
stallation instructions. 

For Details Circle 215 on INQUIRY CARD 


RUNNING WATER EVERY- 
WHERE YOU NEED IT, a pocket- 
sized folder issued by the Deming 





FREE LITERATURE 


Company, shows the firm’s eight most 
popular water systems, giving their 
capacities and recommended uses. 


For Details Circle 216 on INQUIRY CARD 


PLASTIC WALL TILE COLOR 
CHART for Matico DeLuxe and Super 
DeLuxe plastic wall tile is now avail- 
able from the Mastic Tile Corpora- 
tion of America. Folder is designed 
to be given to the customer to take 
home, so that she can select the colors 
that will blend with her existing room 
decor. Chart illustrates the eleven 
colors of Matico DeLuxe plastic wall 
tile, plus six special high style colors 
available in Super Deluxe plastic wall 
tile. 

For Details Circle 217 on INQUIRY CARD 


NIAGARA BULLETIN issued by 
Niagara Machine & Tool Works gives 
complete details, includes specifica- 
tions and a description of the self- 
compensating circle arm that floats on 
guided ways to maintain true center 
automatically and the machine’s ver- 
satility in cutting both straight lines 
and irregular outlines, as well as cir- 
cles, circular holes and rings. 


For Details Circle 218 on INQUIRY CARD 


WHICH FLOOR GOES WHERE, a 
27-page folder now available from 
the Gold Seal Division of Congoleum- 
Nairn, Inc., explains in easy-to-read 
style why the location of floor level 
must always be considered in choosing 
the right resilient floor. Booklet in- 
cludes a brief description of each prod- 
uct and points out which type can be 
installed below, on, or above grade. 
Full-color illustrations accompany the 
text. 


For Details Circle 219 on INQUIRY CARD 


NEW FIX-UP, PAINT-UP TOOL 
CHART offered by The Hyde Manu- 
facturing Company illustrates and 
describes more than 100 of Hyde’s 
popular fix-up and paint-up tools. The 
reverse side of the chart is a pin-up 
for the home owner’s work bench, and 
features a series of line drawings 
showing the uses of many Hyde tools 
for fix-up and paint-up work. This 
combination one-page-catalog and 
how-to-chart is folded for an envelope 
stuffer. 
For Details Circle 230 on INQUIRY CARD 


BEAVER ABRASIVE CUT-OFF 
BULLETIN, gives specifications, ex- 
cellent descriptions, cutting times and 
many other important features con- 
cerning the wide and varied line of 
Beaver Abrasive Cutting Machines. 
Bulletin may be obtained from Beaver 
Pipe Tools, Inc. 

For Details Circle 220 on INQUIRY CARD 


INDUSTRIAL TOOL CATALOG 
issued by Lamson & Goodnow Mfg. 
Company, contains a complete line of 
the company’s putty knives, scrapers, 
palette knives, spatulas, ink knives, 
printers’ tools, etc. 

For Details Circle 221 on INQUIRY CARD 


DEMING SUBMERSIBLE PUMPS 
AND WATER SYSTEMS are explain- 
ed in a 4-page bulletin offered by The 
Deming Company. Bulletin shows con- 
struction features, recommended in- 
stallation details and accessories. 

For Details Circle 222 on INQUIRY CARD 


UNIT PRICING, pocket booklet, 
printed from talk by Burrows Morley, 
chairman Committee on Packaging, 
The National Wholesale Hardware As- 
sociation. All the advantages to all 
types of business are explained very 
well. The booklet points out how deal- 
ers benefit even more than any other 
group of business people with such a 
pricing system. 

For Details Circle 223 on INQUIRY CARD 


RUSSELL, BURDSALL & WARD 
WALL CHART, a handy indexed price 
list of standard bolts, screws and nuts 
made up into 7 x.11 illustrated wall 
chart for dealers may be obtained 
from Russell, Burdsall & Ward Bolt 
and Nut Company. Chart is designed 
to help salesmen, telephone salesmen, 
billing clerks and other personnel find 
the price of specific types and sizes of 
fasteners quickly. 

For Details Circle 224 on INQUIRY CARD 


“PLAN-IT-YOURSELF” layout kit 
developed by General Electric’s Lamp 
Department for use by the lighting in- 
dustry, is planned for the use of elec- 
trical contractors, distributor sales- 
men and lighting men as well as util- 
ity lighting men, making possible the 
quick calculation of the number of fix- 
tures, rearrangement of the lighting 
plan. 

For Details Circle 225 on INQUIRY CARD 


“KWIKSET” “400” CATALOGUE 
issued by Kwikset Sales and Service 
Co., describes the “400” line locksets 
and accessories in both the new Bel 
Air and Standard Designs. Technical 
information regarding all locksets and 
trim fixtures is included in the new 
catalogue, as well as descriptions of 
installation aids. 

For Details Circle 226 on INQUIRY CARD 
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“WHAT DOES A DOCTOR KNOW 
ABOUT THE HARDWARE BUSI- 
NESS?,” a pocket size accordion type 
folder which presents in a very hu- 
morous manner the results of certain 
hazards in the hardware business, 
offered by United States Steel Corpo- 
ration, Columbia-Geneva Steel Divi- 
sion. 


For Details Circle 227 on INQUIRY CARD 


“DIRECTORY OF THE MEMBERS 
OF THE AMERICAN STANDARDS 
ASSOCIATION,” lists in 63 pages, 115 
national technical societies, trade as- 
sociations, public interest groups, 
and 2300 companies which are affili- 
ated with ASA. In addition, it names 
officers and the Board of Directors of 
the Association. Directory is obtain- 
able from the American Standards As- 
sociation. 

For Details Circle 228 on INQUIRY CARD 


THE TA-PAT-CO STORY, 24 
pages, printed in red, blue and black, 
illustrated with halftones, charts and 
sketches, published by the American 
Pad & Textile Company. This is a 
very beautifully printed book showing 
the development of the company from 
the days of horse collars to the latest 
in marine, outdoor and specialty prod- 
ucts. The story tells how the company 
changed with changing markets. A 
section is also devoted to the com- 
pany’s new products. 

For Details Circle 229 on INQUIRY CARD 


BOOKS—For Sale and Resale 


PROFIT CONTROL PLAN, in- 
cludes an instruction booklet and 
forms, produced by Better Manage- 
ment Company. The plan is a unique 
system which provides, according to 
the producers, a simple, easy and ef- 
fective means of enabling the inde- 
pendent business man to have an in- 
stant knowledge of what his business 
is doing each day. It is a system that 
provides daily knowledge of profit; 
provides accurate figures for quar- 
terly income tax estimates; saves 
worry and overpayments by provid- 
ing accurate income tax figures; dis- 
closes departments that are not prof- 
itable and expenses that are exces- 
sive; and, accurately and easily shows 
the break-even point for the business. 
The cost of the Plan including special 
forms for 90 days’ operation is $4.95. 

For Details Circle 275 on INQUIRY CARD 

“HOBBY TOOLS AND HOW TO 
USE THEM, is a unique 96-page 
manual designed to give the hobbyist 
a bird’s-eye view of the fascinating 
field of handicraft hobbies. It is de- 
voted exclusively to hobby knives and 
small hobby tools and presents a 
broad sampling of popular hobbies 
requiring their use—whittling, carv- 
ing, leathercraft, metal tooling, etc. 
Book suggests what to make and ex- 
plains in lucid and authoritative fash- 


ion how to make it. Price 75¢. 
For Details Circle 276 on INQUIRY CARD 


HOW TO USE TOOLS, by Alfred 
Morgan, 9% x 7 inches, 144 pages in 
hard cover, illustrated profusely with 
halftones, diagrams, charts. Pub- 
lished by Arco Publishing Company. 
Resale price $2.00. Purposes and lim- 
itations -f hand tools, and the proper 
way to hold and apply them to the 
work at hand are the subjects of this 
book. It covers hammers and nails, 
screws and screw-drivers, the hand 
saw, wood chisels, planes, files, drills, 
the hack saw, wrenches, soldering 
irons, and pliers and snips. It shows 
how to sharpen tools, drill holes in 
metal and wood, sand and scrape, cut 
glass, prepare and use glues and lay 
out and measure. Many of today’s 
new home owners wil go for this type 
of book. 

For Details Circle 279 on INQUIRY CARD 


MANAGEMENT FOR TOMOR- 
ROW, report of the proceedings of 
the 8th Annual Conference of the 
Society for the Advancement of Man- 
agement, cloth bound 5% x 8% in., 
195 pages, 38 illustrations, published 
by Chilton Company. Price $6.00. 
Here’s a vital and fresh information 
direct from the firing line by the men 
who develop and execute modern 
practices in all fields of endeavor. 
The questions and answers recorded 
at the conference throw a direct light 
on what the American businessman 
wants to know. 
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5% MORE Spray Enamel 


ATLNO ADDITIONAL COST 
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item, tool 





you at once. 
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++.» your customers want value . . 
them with Krylon! Stock, display, sell Krylon—order today . . . 
sells itself on sight, and ... a most profitable “repect sales” 


LIMITED TIME ONLY 
Modern Wrought Iron 
DISPLAY RACK 


. . with the purchase of #16-24 
assortment Krylon Spray Products 
plus 12 giant cans of dealer 
choice. (Rack by 
$15.00) . . . super silent sales- 
man tnat will go to work for 


itself worth 


ORDER FROM YOUR JOBBER OR WRITE 


Krylon, Inc., Norristown, Pa. 
TH DEMAND - COAST TO COAST 





. quality at a pricel Give it to 


® guaranteed non-clogging valve 

® good to the very last spray 

@ nationally advertised—publicized 

@ featured by leading stores—coast to coast 
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Holds: 


PLAQUE honoring “Ben” Halliday for his 46 years of 
service to the hardware-housewares industry is presented 
by Art Nusbaum (right), president of the San Francisco 


Pot & Kettle Club. 


TRIBUTE to a man, and to 

the industry which he has 
served so well for a good many 
years, was paid Benjamin (Ben) 
Halliday, sales manager of Dun- 
ham, Carrigan & Hayden Com- 
pany, San Francisco wholesale 
hardware firm, by the San Fran- 
cisco Pot and Kettle Club, No- 
vember 16, when they held a 
“This is Your Career Day” in 
honor of Mr. Halliday. 

More than 150 persons from 
the hardware-housewares indus- 
try were present at the club’s 
regular Friday luncheon, attest- 
ing to the popularity of the man 





RETAILER, Max Ish, does a char- 
acterization of one of the roles Ben 
amazed his customers with in his early 
days as a salesman. Bob McCarty 
(standing, rear right) was the master 
of ceremonies for the program at the 
luncheon. 
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they chose to honor at this 
year’s trade luncheon. 

Robert (Bob) McCarty, Erick- 
sen-Gruber Company, master of 
ceremonies for the day, started 
off by tracing Mr. Halliday’s life 
from his birth in Point Arena, 
Calif., through his boyhood 
days, his experiences as a stage 
coach driver, and his early days 
as a salesman with Dunham, 
Carrigan & Hayden from 1910 
until he was made general sales 
manager in the early 1920’s. 

At this point, Max Ish of the 
Salinas Hardware, Salinas, 
Calif., and one of Ben’s first cus- 


CO-WORKER, Charles Lutz, who is 
now a buyer with Dunham, Carrigan 
& Hayden Company, recalls for the 
luncheon guests some of his experi- 
ences back in the days when he was 
working as a salesman under Ben 
Halliday’s direction and watchful eye. 


San Francisco P & K Cub 


“Ben Halliday ..-. This is Your 
Career” Day 


tomers, took over to tell the 
group about Ben back in the 
days when he was calling on the 
trade. 

Charles Lutz, Dunham, Carri- 
gan & Hayden buyer, amused 
the luncheon group by recalling 
incidents and by reading copies 
of correspondence he had with 
Ben back when Mr. Lutz was 
traveling as a salesman for the 
firm. 

A token of the firm’s apprecia- 
tion to Ben for his 46 years of 
service was presented to Ben by 
Curtis Hayden Sr., president of 
the wholesale firm. 

At the close of the program 
Mr. Halliday was presented with 
a plaque by Art Nusbaum, pres- 
ident of the San Francisco Pot & 
Kettle Club, and member of Nus- 
baum Wholesale Hardware Com- 
pany. The entire program was 
tape recorded, and the tape, 
along with the book of memen- 
tos of Mr. Halliday’s life were 
presented to him. 


SET OF CUFF LINKS being given to 
Mr. Halliday by Curtis Hayden Sr., as 
a token of appreciation for Ben’s 46 
years with the firm, was just what Ben 
needed. To prove it Ben removed his 
coat to show that he had gone to work 
that morning with only one cuff link. 
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NEWS ..}.. about People and Firms (Continued from Page 17) 





Byrne 
Promoted 


y 
Stanley- 
Judd 


Robert B. 
Byrne 





Robert B. Byrne has been named 
manager of house furnishing, bright 
wire and industrial hardware of 
Stanley-Judd, division of The Stan- 
ley Works. Mr. Byrne, who joined 
the firm in 1949, was formerly special 
sales manager. In his new position 
he will coordinate and direct the sales 
of the wide line of Stanley-Judd house 
furnishing, bright wire and industrial 
hardware. 


Disston 
Names 
General 
Sales 
Manager 


Frank A. 
Mitchell 





Frank A. Mitchell has been named 
general sales manager for the Henry 
Disston Division, H. K. Porter Com- 
pany, Inc., and will supervise the di- 
vision’s sales activities in the hard- 
ware, industrial and export depart- 
ment throughout the world. Prior to 
joining the division, Mr. Mitchell was 
director of marketing for York- 
Shippley, Inc., a manufacturer of 
heating and power equipment. 


Sylvania Promotes Shaw 


Robert L. Shaw has been named 
general sales manager of the Radio 
and Television Division of Sylvania 
Electric Products, Inc. Mr. Shaw, 
national sales manager of the division 
since October 1, succeeds Bernard O. 
Holsinger who has been named direc- 
tor of corporate sales promotion with 
headquarters in New York City. 


Schwabacher Hardware 
Names Two 


Morton L. Schwabacher, president 
of Schwabacher Hardware Company, 
has announced the appointment of 
Cliff Knapp as director of sales and 
R. H. Cahan as sales manager. 
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Hoover Promotes Calmer 


LOS ANGELES—Promotion of 
S. E. Calmer to Western division 
manager for The Hoover Company 
has been announced by the general 
sales manager, Walter A. Munz. He 
will succeed Hugh Murray, who re- 
tires at the end of this year. Mr. 
Calmer, now branch manager in Los 
Angeles, will take over his new post 
on Jan. 1, and will continue to make 
his headquarters in that city. He is 
a veteran of 22 years’ service with 
the company, all of them on the West 
Coast. 


Delta Promotes Two in Sales 


Promotion of two top sales officials 
to newly created sales positions has 
been announced by Rockwell Manu- 
facturing Company’s Delta Power 
Tool Div.sion. 

Byron E. Coon, manager of sales 
promotion and merchandising, has 
been named general sales manager 
for the division; and Irving G. Meyer, 
an assistant to the vice president, has 
been named sales manager and prod- 
uct manager, Delta Homecraft. 


R. H. Coldren Joins Scale Co. 


Richard H. Coldren has been ap- 
pointed sales manager of American 
Family Scale Company, makers of 
household, dairy and nursery scales. 
He will be responsible for and co- 
ordinate all the firm’s sales activities, 
merchandising and advertising. 

Before joining American Family 
Seale, Mr. Coldren was in the sales 
divisions of the Great Western Steel 
Company and the Willard Battery 
Company. 


SELL LADDERS FOR XMAS 


aah 


CHRISTMAS 


WOOD LADDERS ARE SAFE LADDERS 


DEALERS CAN SELL LADDERS as 
Christmas presents. A national cam- 
paign sponsored by the American Lad- 
der Institute to help dealers do just 
that, provides dealers with some of 
the sales aids needed to put the pro- 
motion over. Shown above is one of the 
window streamers made available by 
the institute. Dealers who feel they 
still have time for this year’s gift sell- 
ing period can write The American 
Ladder Institute, 666 Lake Shore Dr., 
Chicago 11, IIlL., for the free Christmas 
kit. 





ANNOUNCE NEW PAINT PROCESS 





LOS ANGELES—Discussing the new 
Color - Lok process, which National 
Paints is promoting heavily, are Mel- 
vin Spellens, (left) general manager 
of National Paint and Varnish Com- 
pany, and Joseph Weber, firm’s chief 
chemist. Color-Lok, the special for- 


mulation recently added to firm’s 
product is said to form a super-hard 
protective shield against dirt and 
stains. 


Yardley Purchases Auld 


The Yardley Plastics Company has 
purchased the Decorative Plastic 
Molding and Plastic Finishing Divi- 
sion of the D. L. Auld Company. Both 
firms are located in Columbus, Ohio. 
According to Frederick B. Hill, Jr., 
Yardley president, this is but the first 
step in the long range expansion pro- 
gram that will be sustained by the 
constant addition of automatic equip- 
ment. 


Olympic Buys Irwin Paint 


BERKELEY, Calif.—Purchase of 
Irwin Paint Co. at Berkeley, Califor- 
nia, was consummated early in Sep- 
tember by Olympic Paint & Varnish 
Company of California, according to 
joint announcement by J. W. Harry- 
man and A. F. Sterbenz, president 
and vice-president respectively, of 
Olympic. 

The Berkeley factory will be op- 
erated as a wholly-owned Olympic 
subsidiary under the direction of Jack 
B. Heymes as general manager. 


Inaraham Names Gen. S. M. 


Edward L. Taylor has been named 
general sales manager of The E. In- 
graham Company. of Bristol, Con- 
necticut. He replaces C. E. Davis, 
who has resigned as general sales 
manager because of ill health. 

Mr. Tavlor comes to Ingraham 
from the Florence Stove Company, of 
Chicago, where he has been general 
sales manager. 


Autovre Promotes Peterson 


Norman E. Peterson has been ap- 
pointed to the newly created post of 
assistant to the general sales man- 
ager, Dan O’Connell of the Autoyre 
Company, a subsidiary of Ekco Prod- 
ucts Company. He was formerly a 
manager of the firm’s Chicago-Mil- 
waukee district. 
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H. K. 
Porter 
Names 
Sales 
Vv. P. 


Sam 
Gurley, Jr. 





Sam Gurley, Jr., has been elected 
to the post of vice president sales for 
H. K. Porter Company, Inc. 

Until recently, Mr. Gurley held a 
similar position with Reichhold Chem- 
icals, Inc., and previously had execu- 
tive positions with Borden Company’s 
Chemical Division and the Barrett 
Division, Allied Chemical and Dye 
Corporation. 


Heads 
Firm's 
Western 
Div. 
Sales 





LOS ANGELES—Robert C. Joyce 
has been named West Coast regional 
director of the Martin-Senour Paint 
Company’s automotive and trade sales 
division. The area west of Salt Lake 
City, including Hawaii, will be cov- 
ered from the division headquarters 
in Los Angeles. Mr. Joyce succeeds 
J. R. Degnan who was recently ad- 
vanced to vice president and director 
of sales, 


Veteran Starrett S. M. Retires 


William J. Greene, vice president 
and director of sales for The L. S. 
Starrett Company, retired on October 
1, 1956, after 42 years with the firm. 
At the same time it was announced 
that Carl 0. Newton, formerly gen- 
eral sales manager, will succeed Mr. 
Greene as vice president in charge 
of sales, and that Cortland A. Bassett 
will succeed Mr. Newton as general 
sales manager. 


Camfield Promotes Schmidt 


Rudolph Schmidt has been ap- 
pointed assistant national sales man- 
ager of the Chicago national sales of- 
fice of the Camfield Manufacturing 
Company. Mr. Schmidt, who has been 
with the Camfield organization for 
several months in a sales capacity, 
was formerly with the Westinghouse 
Corporation. 
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REP. FIRM FORMED IN DENYER 





PARTNERS, Jerry Toppel (left) and 
Philip A. Johnson, have announced 
formation of a new manufacturers 
representative firm in Denver to be 
known as Johnson & Toppel Associ- 
ates. Both men have been operating 
a manufacturers representatives busi- 
ness out of Denver for several years 
prior to joining forces. They will travel 
Montana, Wyoming, Colorado, New 
Mexico, Western Texas, Arizona, Utah 
and Idaho, the same territory they 
had covered before. 


M & D Starts Expansion 


ALHAMBRA, Calif—A major ex- 
pansion program costing more than 
$800,000 and covering plants in Cali- 
fornia and Indiana is currently being 
carried out by M & D Store Fixtures, 
Inc., Alhambra. The major part of 
the program is the construction of a 
new $500,000 plant and general of- 
fices at Puente, Calif., which will be 
ready for operations in January, 
1957. 


Peterson Joins Clark Co. 


The J. R. Clark Company, manu- 
facturers of ironing tables, ladders, 
and clothes racks, has appointed Phil 
Peterson as Sales Promotion and Ad- 
vertising Manager replacing Mr. 
Glenn Hovde, who was recently ele- 
vated to district manager. 





s 


KING-SIZE OUTDOOR SIGN PROMOTES OFF-SEASON PAINT SALES 


Hardware Show Best Ever 
According to Show Officials 


The 11th annual National Hardware 
Show, held October 1-5 at the New 
York Coliseum, has been termed by 
show director Frank M. Yeager as 
“the most outstanding in the exposi- 
tion’s history”. 

“We are happy to announce,” said 
Mr. Yeager, “that the industry’s great 
trade market will return to the Coli- 
seum in 1957 on October 14-18 inclu- 
sive”. 

“Final registration figures show,” 
according to Mr. Yeager, “that a new 
record number of 41,200 buyers at- 
tended this year’s event, where more 
new products . .. and packaging... 
were introduced to the trade than in 
any previous year. Exhibitors and 
buyers alike were enthusiastic about 
the volume of business accomplished.” 
“They also have high praise for the 
incomparable facilities and conveni- 
ences offered at the 1956 show and 
are eagerly planning for the exposi- 
tion’s return to the Coliseum next 
October.” 

Yeager said that many exhibitors 
had reserved space for the 1957 Na- 
tional Hardware Show before the 
recent showings were concluded. 


Rayburn Heads L. & S. Sales 


James G. Rayburn has been elected 
vice president and general sales man- 
ager of The Lamson & Sessions Co., 
succeeding Robert G. Patterson who 
was named assistant to the president 
of the firm. Mr. Rayburn, who has 
been with the firm 11 years, has 
served as a sales representative, mer- 
chandising director and general sales 
manager of the firm. 








MEN ARE DWARFED by size of this outdoor sign being used by National 
Paint & Varnish Company to introduce the firm’s special formulation, Color- 
Lok, now contained in all of National’s products. Tom Durkin (left), Pacific 
Outdoor Advertising Company’s promotion director, and David Nathanson of 
Tilds & Cantz, National Paint’s advertising agency, are shown on apron of sign. 
The firm is also using television, radio and magazines to help dealers build 
volume sales during “off season” times. 
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Sportsmen Feel at Home in “Shut-off” Department 


Where They Can Relax and Browse in Comfort 


CONSTANT obstacle in pro- 

moting success in sporting 
goods merchandising is the fact 
that men customers usually do 
not like to mingle with women 
buying housewares, china gifts, 
and associated lines, according 
to C. H. Cates, owner of Sher- 
man Oakes Hardware Company, 
in Sherman Oakes, California. 
“We’ve seen it happen,” Cates 
said, “instances in which a man 
in fishing clothes, obviously in 
search of needed tackle, took a 
look at a store full of women 
during rush hours, turned 
around, and walked out. Con- 
sequently, we felt that the time 
had come to do something about 
Bigg 

The action which Cates took 
to eliminate this situation is a 
unique one, but one which is 
paying dividends and attracting 
more and more masculine cus- 
tomers daily, and, more impor- 
tant, increasing the unit sale to 
each. 


Dept. Operates as Independent Unit 

In order to give sporting 
goods customers “an atmos- 
phere all around,” Cates has 
simply set up his sporting goods 
department in the left rear cor- 
ner of the store, and “welded it 
off,” with a partition consisting 
of self service gondolas which 
completely encloses the area. In 
the center is a swinging gate 
reminiscent of old style saloon 
gates which sets aside the sport- 
ing goods department completely 
from the remainder of the hard- 
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ware store. Very few women 
walk through the gate unless 
they are in search of gifts for 
friends or relatives, Cates has 
found, and while there may be 
some small loss in impulse sales 
to women shoppers, he thinks 
that the difference is more than 
made up in the definite increase 
in male customers attracted. 
With dimensions of some 
20x12 feet, the sporting goods 
department is thus a separate 
sporting goods store, with broad 
panel-type walls made of peg 
board replacing the original 
shelving and supporting the dis- 
play of many more items on 
small individual wire brackets 
or hooks. Fishing tackle is 
grouped compactly into an 8 foot 
space as are marine supplies for 
boating enthusiasts, outdoor 
sports items such as tennis, golf, 
baseball, softball, ete. The de- 
partment has its own cash regis- 












































“Ma'am, we don't carry a prod- 
uct that will repel ants without 
killing them.” 


ter, its own service counter, and 
actually operates as so complete 
a separate store that salespeople 
during the fishing season can 
spend the entire day in the sport- 
ing goods department without 
ever having to walk through the 
gate to serve a customer else- 
where. 


Volume Expected io Grow 
Year by Year 

Men appreciate this “seclu- 
sion,” Cates has found. Many 
of them take the trouble to tell 
him that “it’s the best idea in 
customer service we run across 
yet!”. 

With 90% of the merchandise 
in the separated sporting goods 
department on self service, the 
customer is free to browse and 
help himself; a salesman seated 
at the service desk in the corner, 
getting up to assist the customer 
only when requested. 

This, it has been found, defi- 
nitely leads to bigger unit sales, 
inasmuch as the customer who 
is left to his own devices will 
look at more items, handle more 
merchandise on display, and 
thus build up more “ownership 
desire.” 

For 1956 and 1957, Cates ex- 
pects the sporting goods depart- 
ment to contribute a much 
larger percentage of overall 
gross volume at Sherman Oaks 
Hardware Company. The per- 
centage to date has been only 
10%, but this can easily be 
boosted to 15% and even 20%, 
Cates believes. 











your biggest | SCHEDULE OF CONVENTIONS AND SHOWS 
profit line | 


Jan. 13-15 NATIONAL GARDEN SUPPLY TRADE SHOW, at 
Kingsbridge Armory, New York, N. Y. (Garden Supply 
Merchandiser, 1901 St. Paul St., Baltimore 18, Md.) 


Jan. 17-24 NATICNAL HOUSEWARES SHOW, at Navy Pier, Chi- 
| cago. (Dolph Zapfel, sec., National Housewares Manu- 
facturers Association, Room 1140, Merchandise Mart, 
Chicago 45, Ill.) 


your fastest Jan. 20-22 INTERMOUNTAIN ASSOCIATION HARDWARE AND 
sailing: tina | IMPLEMENT DEALERS CONVENTION, at Hotel Utah, 
= Salt Lake City, Utah. (Leon L. Weeks, Secretary, 308 
ri Wc ( IC Continental Bank Bldg., Boise, Idaho) 

‘ a 


Jan. 20-25 44th CALIFORNIA GIFT SHOW, at Merchandise Mart, 
Brack Shops, Ambassador & Biltmore, Los Angeles. 
(George L. Pascoe, Trade Shows, Ltd., 672 South Lafay- 
ette Park Place, La. 57) 


Jan. 22-24 MOUNTAIN STATES HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, at Cosmopolitan Hotel, 
Denver, Colo. (Francis W. Reich, 1283 Spruce St., Bouider, 
Colo.) 


| Jan. 27-29 PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
| ASSOCIATION MEET, at Davenport Hotel, Spokane, 


Red Devil Tooks. Wash. (Malcolm Smith, Secretary, 210 Empire State Bldg., 


UNION, N. J., U.S.A. | Spokane 1, Wash.) 


Feb. 3-5 NORTH COAST RETAIL HARDWARE ASSOCIATION 
CONVENTION AND HARDWARE INDUSTRY SHOW, 
at Senator Auditorium, Seattle, Wash. (Martin W. Danko, 
Managing Director, Rt. 12, Box 109, Fife Square, Tacoma) 


ea Feb. 3-6 WESTERN CHINA, GLASS, GIFT, JEWELRY, TOY, 
x a STATIONERY AND HOUSEWARES SHOW, at Civic 
oo Aud., Sheraton-Palace, St. Francis and Sir Francis Drake 
Hotels, and West. Merch. Mart, San Francisco, Calif. (Kay 
Leber, WMEA, 1355 Market St., San Francisco, Calif.) 
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Feb. 4-8 WINTER MARKET, at Western Merchandise Mart, San 
Francisco. (A. Cameron Ball, Western Merchandise Mart, 
1355 Market Street, San Francisco 3.) 


Feb. 9-13 PORTLAND GIFT SHOW, at Public Auditorium and 
Plaza Hotel, Portland, Oregon. (Kay Leber, WMEA, 1355 
Market St., San Francisco 3) 





You wouldn’t wash 


lephant with | Feb. 10-13 CALIFORNIA RETAIL HARDWARE ASSOCIATION 

afi elephant with a rf 

toothbrush. would you? CONVENTION AND SHOW, headquarters, Fairmont 
. ? Hotel, San Francisco. (Krueger B. Jacobsen, 122 9th St., 

Why do it the hard way? For big San Francisco 8) 

sweeping projects you need heavy 

—. a eps nem perched Feb. 17-20 PACIFIC NORTHWEST GIFT SHOW, at Civic Aud., 

rooms get aii the dirt. ey | . 

wren'e mane of saildew, and they reaint Olympic and New Wash. Hotels, Seattle, Wash. (Otto H. 

most acids. The FREEWAY, made Grigg, Rm. 1120, 416 W. 8th St., Los Angeles 14) 

f DURATEX plastic fibre, is abso- 

Saaciidaddiniaua es des saienne ottoess Feb. 17-22 ALLIED GIFT & JEWELRY SHOW, Hotel Adolphus, 


of petroleum products. 
Bring your broom 
problems to APB. 


Dallas, Texas. (Allied Exhibitors, Inc., 3882 Wilshire Blvd., 
Los Angeles, Calif.) 






Feb. 19-21 PACIFIC SOUTHWEST HARDWARE ASSOCIATION, 


convention—Long Beach Auditorium, Long Beach, Calif. 
cat auiees (Otto H. Grigg, Rin. 1120, 416 W. 8th St., L. A. 14) 
COMPANY March 3-6 DENVER GIFT & JEWELRY SHOW, at Hotel Albany, 
Denver. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., Los 
114 FERN STREET | Angeles 5) 








SAN FRANCISCO, CALIF. * ORdway 3-8891 | 
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NEWS 


... about People and Firms (Continued from Page 17) 





SAN FRANCISCANS ON THREE MONTH EUROPEAN VACATION 





NEARING THE END OF THEIR THREE-MONTH TRIP IN EUROPE, Mr. 


and Mrs. Walter Stone, of 65 Hernandez Avenue, San Francisco, are shown on 
a tour of Windsor Castle, just a few miles out of London. Mr. Stone, is a partner 
in the W & B Stone Company, a San Francisco manufacturers representatives 
firm. Mr. and Mrs. Stone left San Francisco June 25 and returned September 25. 
Sailing from New York on the New Amsterdam, they visited Holland, West 
Germany, Austria, Switzerland, Italy, France and England in that order. 










art the New Year 


with a BANG UP 


ENSEMBLE PROMOTION| 







NO. NY-33 Polished brass frame 
with contrasting black filigree. . 
Pul-O-Matic pull chain. . hanging 
poker and brush 


df 


No. NY-50 WOODBASKET 
Polished brass with 
tubular handle 


$600 


NET 







4865 San Fernando Rd. West 
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Heads 
New 
Giftware 
Sales 
Dept. 


William C 
Wollum 





William C. Wollum has been named 
sales manager of the newly created 
Mirro giftware sales department at 
the Aluminum Goods Manufacturing 
Co., Manitowock. Creation of this new 
department is in line with firm’s ex- 
pansion into the giftware field, ac- 
cording to G. C. Kubitz, firm’s gen- 
eral sales manager. Mr. Wollum has 
been with the firm since 1947. 








CORRECTION 


In the August issue on page 
71, we stated that New Haven 
‘Clock and Watch Company had 
appointed a new agent on the 
Pacific Coast. The name should 
have been Harry Solomon Co. 
instead of Charles Solomon 
Company as it appeared. 
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“SQUARESPRAY 


Famous model 433. It gets the cor- 
ners. Hookup in tandem or use to 


a fertilize while you woter. $2.95. 
WATERSPIKE 


Amazing mode! 553 
—2 way watering de- 
vice. Waters over- 
head or flip valve for 
sub-surface irri- 
gation directly 
to roots. 

$4.90 ea. 


WATERFEEDER 

Model 954. Applicator for cartridge 
type fertilizers. Attaches easily to 
faucet or hose. Use ony watering de- 
vice. Fertilize while 
you water. $1.99. 


WATERFEED 


Water soluble 
cartridge type fer- 
tilizer. 2 formulae, 
30-10-10 and 15- 
40-10. No lawn 
burn. Leaf feed- 
ing. Box of 20 
cartridges $1.00 of 
in bulk pack. 


“9 PROEN 
PRODUCTS CO. 


9th & GRAYSON « BERKELEY 10- 
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ALIFORNIA 





ANOTHER FAST SELLER FROM BEVIN 
THE NEW 


rumpus BELL 


° For the Rumpus Room 

© For the Den 

© For the Kitchen 

© For the Living Area 

© For the Sick Room 

@ For the Porch 

3-inch Solid Brass Bell Lustrous Satin 

Sareeire pene 
ail one 

Toree ‘ise, ~ Display Packaged 


urquoise, Rose and 
Yellow) Ash Tray Base Retail $3.95 





A PROVEN BEST SELLER FROM BEVIN 


THE 
PATIO 
_GARDEN 
» BEL 


® Barbecue Bell © come & Get it 


© Call the 
Children Bell 
* 6-inch Solid Brass 
* Pony Shoe Bracket 


© Camp Bell 
%* Beautifully Polished 
* Display Packaged 


Soles Representatives 
JONM H. GRAHAM & CO. inc, 105 Ovens 5t., Now York 6, HY. 
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These 
Pictures 
Were 
Transposed 


names. 





CORRECTION 


In the August, 1956 issue, page 12 we ran the above pictures with the 
wrong stories. The photos are herewith repeated along with the correct 


William A. Jordan, who was recently appointed district sales manager 
in Southern California and Arizona for Stanley Electric Tools, and the 
picture of Harold Stevens, who was named sales promotion and adver- 
tising manager of the Maytag Northwest Company, distributor of 
Maytag appliances in the Pacific Northwest, were transposed. 








Lumite Names Div. Manager 


George H. Day II has been named 
manager of Automotive and Uphol- 
stery Fabrics for Chicopee Mills’ Lu- 
mite Division. Mr. Day, a vice presi- 
dent of Chicopee Mills since March, 
1949, succeeds Henry Hafner, who 
resigned to become executive vice 
president of La France Industries. 


Prall Named VP at Graham Co. 


Paul H. Prall has been named a 
vice president by John H. Graham & 
Co., Inc. Mr. Prall has been with the 
company for 37 years and for many 
years has been connected with the 
King Cotton Cordage Division. He 
will now be vice president in charge 
of this division’s operations. 


Joins 
Wash. 
Steel 
Products 
as Div. 
S.M. 


Lowell 
O’Connor 


Lowell O’Connor has been ap- 
pointed sales manager, Special Prod- 
ucts Division, of Washington Steel 
Products, Inc. Mr. O’Connor comes 
to the firm from Portland, where he 
had iived since 1923. His responsi- 
bilities include the problems of field 
development and organization, as 
well as other functions, related to the 
distribution of firm’s Kitchen Handy 
and Champion brand hardware prod- 
ucts. 


Heads Atkins Field Sales 


Appointment of James E. Good, as 
field sales manager of the Atkins Saw 
Division, Borg-Warner Corporation, 
Indianapolis, has been announced. 
Mr. Good has over 25 years experience 
working with distributors in the in- 
dustrial field. 





MECHANICS’ TOOLS orale, 
HARDWARE SPECIALTIES 
Have You Purchased 


Our New Cadmium Plated 
Extension and Wing Dividers? 


EXTENSION 
SINGLE LEG 


No. 104 


One Moveable Steel Point 
Furnished in Sizes — 
Wot. Per Doz., Lbs. 


All above points carefully hardened and springs care- 


fully tempered 
Furnished in Sizes— 6” 7” 8” 10” 
Wot. Per Doz., Lbs. 3% 3¥%2 4% 7 


The above regularly supplied in a High Polished Finish. 
Cadmium Plated finish at a small additional cost. 


7” ae 
4% 4% 6% 


15” 18” 24” 
16% 18 24% 





GUARANTEEDee SINCE 1830 


WILLIAM JOHNSON INC. 
BRENNER AND KENT STREETS — NEWARK 3, N. J 
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IN MEMORIAM 





EARL M. ROBITSCHER 





Earl M. Robitscher, 81, manufactur- 
ers representative in housewares, 
hardware and plumbing supplies for 
many years, died in San Francisco, 
November 14, after a long illness. 

Mr. Robitscher, a native San Fran- 
ciscan, entered the hardware field 65 
years ago as a boy and worked for 
many years for several old-line hard- 
ware firms. He operated a retail hard- 
ware store in Salinas, Calif., for a 
short time during the 1930’s, but most 
of the time since 1925 he had operated 
as a manufacturers representative. 

He was active in the San Francisco 
Pot & Kettle Club for many years. He 
served as the club’s president in 1938, 
and served as treasurer of the Associ- 
ated Pot and Kettle Clubs of America 
during the 1946-1947 term. 

He is survived by a sister and two 
nephews. 


RUFUS C. PARKS 


SALT LAKE CITY—Rufus C. 
Parks, 72, manager and co-owner of 
the Magna Lumber and Hardware 
Co. of Magna, Utah, died late in Oc- 
tober of a heart ailment. 

Mr. Parks was past president of 
the Intermountain Hardware Dealers 
Association, and was prominent in 
Magna civic affairs. 

He was a native of Dresden, On- 
tario, Canada, and husband of Hattie 
Rogers, whom he married on June 12, 
1915, in Meridian, Idaho, who sur- 
vives him, together with one son, a 
daughter and 5 grandchildren. 


K. Y. BENSON 


K. Y. Benson, 60, director of sales 
training for the Sherwin-Williams 
Co., died at his home in suburban 
Bedford, Illinois, Oct. 15. Mr. Benson 
joined Sherwin-Williams in 1936 as a 
merchandising counselor, and held 
several sales managerial positions be- 
fore being named director of sales 
training. 
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E-A-S-Y to put up... 


HOME OWNERS CAN ERECT — no stretch- 
ing tool needed. 


50 and 100 FT. ROLLS HANGS tN PLACE — on drive posts or 
vest oi wooden posts. 
uge—No. 16 FITS UNEVEN GROUND — just by kinking 


Widths—24”, 36”, 48”, 
60”, 72” 


E-A-S-Y to sell... 


ONE-THIRD LOWER COST — means more prospects can afford to buy. 
LONGER LIFE — galvanized affer welding for greater rust resistance. 
BETTER LOOKING — smaller mesh increases attractiveness and protection. 


line wires to remove slack. 


E-A-S-Y to promote... 


SALES AIDS PROVIDED — write for free posters and newspaper mats. 


» » » and we can say the same about... 
Gard:-N-Beauty 


FLOWER 
BORDER 


COMPLETE WITH 
14 SLIP-IN STAKES 


50 ft. rolls, 2” x 2%” Mesh, No. 16 
gauge, 18” width. 











> 
Hh SINCE 1818 rH 
+ GILBERT BENNETT &: 
ss Georgetown 2, Conn. Blue Island, Il rH 
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Fuller Creates New Division 


The W. P. Fuller & Co. has an- 
nounced that a new marketing divi- 
sion is being established under the di- 
rection of W. P. Fuller, III, vice pres- 
ident and the great-grandson of the 
founder of the company. The new di- 
vision will bring together for the first 
time in the more than 100 years his- 
tory of the company both paint and 
glass sales departments. 

Under the new set-up, the newly- 
created position of director of sales, 
paint and allied products, will be 
taken over by C. E. Ide, at present 
manager of Fuller’s Intermountain 
District. It was announced at the 
same time that J. P. Walsh will con- 
tinue in his present position as direc- 
tor of sales, glass and building prod- 
ucts. 


Opens Arizona Service Branch 


PHOENIX—Black & Decker Manu- 
facturing Company has announced the 
opening of a new sales and service 
branch at 1506 Grand Avenue for 
complete repair and service of firm’s 
portable electric tools in the Arizona 
Area. Barry R. Agenbroad, who had 
been working in the firm’s Los An- 
geles branch, has been appointed man- 
ager of this branch. 


Adds Two Sales Plants in West 


Sylvania Electric Products, Inc., 
has opened two new distribution cen- 
ters during the past month. 

On October 5 they held an open 
house at their Los Angeles plant, lo- 
cated at 6505 East Gayhart Street in 
the Central Manufacturing District. 
This 87,000 square foot plant sup- 
plants the 40,000-square-foot facility 
maintained on East 46th Street. 

On October 9 an open house was 
held at the newly-built facility in 
Burlingame, Calif., which will house 
the firm’s Western regional executive 
and sales offices which administer 
corporate activities through the eight 
Western states of California, Oregon, 
Washington, Idaho, Montana, Utah, 
Nevada and Arizona. 


General Time Names Two 


Appointment of Joseph A. Donahue 
as director of sales of General Time 
Corporation, effective September 10, 
was recently announced. He succeeds 
Henry J. Wagner, who is retiring 
September 8 with more than 51 years 
of service with Westclox and General 
Time. 

H. T. Millikin has been appointed 
general sales manager of Westclox 
to succeed Mr. Donahue. 


Maendler Names Sales Mgr. 


Donald R. Wagner was recently ap- 
pointed to the newly created position 
of sales and promotion manager for 
the Meandler Brush Mfg. Co., Inc. 
He will have complete responsibility 
for directing trade sales and promo- 
tion activities and supervising com- 
pany representatives throughout the 
country from the firm’s headquarters 
in St. Paul Minn. 


Teweles Names Lynn & Brooks 


SAN FRANCISCO—The L. Te- 
weles Seed Co., Milwaukee, Wis., has 
appointed Lynn and Brooks, San 
Francisco, direct manufacturers rep- 
resentatives for the far West. I.ynn 
and Brooks will give added emphasis 
and strength to the Earth Carpet 
Program by their representation in 
the entire 11 western states. 


Kaiser Steel Names Hance 


OAKLAND—Harrison H. Hance 
has been named advertising manager 
for Kaiser Steel Corporation, it was 
announced by A. P. Heiner, vice presi- 
dent of public relations and traffic. 
He will also be in charge of publica- 
tions issued from the company’s home 
offices here, including Kaiser Steel’s 
award-winning WESTWARD magazine. 








A CLEAR, STRONG 
PROTECTIVE COATING 


SEALS OUT 


Nationally Advertised! 


POPULAR SCIENCE 


ACRA-SEAL’ 7) diame 


PLASTIC SPRAY : POPULAR MECHANICS 
1 wood, metol, CRA- SEAL and leading 
+ ling paper, plastic ; FARM MAGAZINES 
or rubber surfaces. coast to coast! 
Rodictor Specialty Co. Mim OVER 10-MILLION ADS 
Charlotte, N. C. a month’ 


WATER-OILS-GREASES 
: | f 3 Ox. Can 30¢ list 
(12 to Display carton) 


Radiotor Specialty Co. 
Charlotte, N. ©. | 
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Acco AMERICAN CHAINS STORE IMPROVEMENT KIT 





It contains a large graph sheet and scaled 
modules, representing table and wall fix- 
tures, along with many ideas and re 
instructions for effecting changes in stc 
layout, full modernization or step-by- aie 
improvements. Our readers may procure 
this valuable kit for one doilar ($1.00). 
Send money order or check today. 


for Steady Profits all year ‘round— 


Buy AMERICAN , 
Display AMERICAN ae 


in this sales-making Stand 


co Sell AMERICAN 


order from your AMERICAN CHAIN wholesaler 










American Chain Division 


AMERICAN CHAIN & CABLE 


York, Pennsylvania * Bridgeport 2, C 
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Will Make New Lights in West 


OAKLAND—General Electric Com- 
pany recently reported that its lamp 
plant in Oakland will manufacture the 
entire Western supply of the new G-E 
line of colored lights announced re- 
cently. 

Rees D. Paine, plant manager, said 
the entire production of the new line 
will be distributed throughout the 
eight Western states, Alaska and 
Hawaii. The new colors joining the 
earlier line of pink bulbs are sky blue, 
spring green and sun gold. 


Archer-Daniels Ups Hijortland 


Jay C. Hjortland has been named 
sales manager of the packaged lin- 
seed oil department of Archer-Dan- 
iels-Midland Company. He succeeds 
Don R. Wagner. 

Mr. Hjortland joined ADM in 1949 
and was connected with the oils ship- 
ping department until 1954. At that 
time he was promoted to sales repre- 
sentative for the packaged linseed oil 
department. 


Heads Mall Tool Sales 


Joseph J. Callahan, formerly man- 
ager of Remington Arms Company’s 
sales promotion division, has assumed 
the post of general sales manager of 
Mall Tool Company of Chicago, which 
was acquired recently by Remington. 


25,000 Korkys Sent Dealers 


The Lavelle Rubber Company of 
Chicago is shipping free Korky Closet 
Tank Seals to over 25,000 dealers 
throughout the country. Based on the 
retail price, the deals have a $35,- 
000.00 value exclusive of mailing 
charges. 

“By giving the dealer a free Korky, 
says Robert McSweeney of the Lavelle 
Rubber Company, “we will be able to 
show him, first hand, the exclusive 
features of this revolutionary closet 
tank seal and encourage him to stock 
it.” 


Lumber Firm Wins in Contest 


SANTA CRUZ, Calif—J. E. Nor- 
ton, Norton Phelps Lumber Company, 
won an all-expense vacation trip for 
two to Bermuda, Nassau, Montreal 
or Mexico City plus $50 in cash, in 
the recently concluded window and 
store display contest sponsored by 
Owens-Corning Fiberglas Corpora- 
tion. The Norton firm was one of 22 
such winners in the national contest. 


Moe Presents Fixtures 


Moe Light preceded their introduc- 
tion of their new Cordette Casual fix- 
tures in October by divisional sales 
meetings. A. O. Grotenhuis, Western 
regional sales manager, was in charge 
of Western meetings. 


BTC Marine Names Rep. 


SAN FRANCISCO — Norman S. 
Wright & Co. has been appointed ex- 
clusive sales representative for BTC 
Marine and Industrial hardware on 
the West Coast, in Alaska and the 
Hawaiian Islands. The 49-year-old 
Wright & Co., with headquarters at 
1015 Folsom Street, maintains sales 
offices in seven Western cities includ- 
ing Los Angeles, Sacramento, Fresno, 
Seattle, Spokane, Portland and Phoe- 
nix. 


Assumes New Post at Osrow 


Milton Allenson has been named to 
the new post of sales promotion and 
advertising manager of Osrow Prod- 
ucts Co., Inc. For the past year he 
had held the same position with CBS- 
Columbia of New York, Inc., Distrib- 
utor. Osrow makes various house- 
wares items, including the Whirl- 
Away, Quik-Suds dishwasher, and 
sparkle detergent. 


Hotpoint Fills New Posts 


Newly created positions of district 
manager of television receiver depart- 
ments in the San Francisco and Los 
Angeles territories have been filled by 
the Hotpoint Company. 

Bartley C. Furey will fill the posi- 
tion in San Francisco, and Mitchell M. 
Werwa in the Los Angeles territory. 








prices now. 


XCELITE, INCORPORATED 
Dept. Z 
Orchard Park, N. Y. 





Role). @se 
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Who wouldn't want one? 


We frankly can't answer that one. Since we brought out 
the "99 Junior a few months ago, it's sold by the thou- 
sands. And when you look at this quality pocket kit with 
7 nut drivers, two slotted screwdrivers and two Phillips in 
gleaming chrome finish, we're sure you'll say: “Who 
wouldn't want one?" Write for Xcelite literature and 





| packages per bale 


packages per bele 


1/3 LB. BALLS: 
packages per 











; ¥ GR, SAtASs Agawen. TER E.R 1S Ch Or eee oe 
Va LB. BALLS: Appros. 100 Ib. bales. 12 balls per package. 18 


Win sales, profits and friends. 
WAREHOUSES—Sepulveda, Calif. — New Orleans, La. 
For further Information send for price and catalogue sheets. 
We solicit Inquiries on all types of sisal twines. 

For quality and price—write 


MISSION CORDAGE CO. 
8928 Sepulveda Bivd., Sepulveda, Cal. 


El Camino Brand—1-900 
SISAL TWINE 


@ ALL CELLOPHANE WRAPPED 

@ TENSIL STRENGTH OF 57 
POUNDS 

@ NOT OILED — ABSOLUTELY 
STAINLESS 


@ ALL PURPOSE TWINE — 1001 
USES FOR HOME, GARDEN & 
INDUSTRY 


@ SMOOTH—PLIABLE. KIND TO 
YOUR HANDS 


@ MIGHTY MIDGET OF THE 
SISAL FAMILY 


—PUT UPS— 


. 100 Ib. boles. 12 balls per packege. 25 


Place your orders now. 


A PRODUCT OF 
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INDEX TO ADVERTISERS 





(This index is pu 
core is taken i 


iblished as a convenience and not as a part of the advertising contract. Grey 
index correctly and no allowance will be made for errors or failure to insert 











Quality Pliers 
Customers Ask For 


When customers who know good 
tools ask for pliers, they invari- 
ably ask for Kleins. Kleins are the 
standard by which other pliers are 
judged . . . backed by almost a 
century of experience. 

Kleins are available in a wide 
range of sizes and styles to meet 
every need. Be sure you have a rep- 
resentative stock of the most popu- 
lar items. 

Asrecently developed selling dis- 
play board on your counter will 
help you sell more of these quality 
tools. Your hardware jobber can 
supply it. 


THIS 
DISPLAY 
WILL 
MAKE 
MONEY 
FOR YOU 





DISTRIBUTED THROUGH JOBBERS 


Foreign Distributor: 
international Standard Electric Corp. 
New York 


oo MLEIN & a 
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Note: Figures in parenthesis () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 32 


when desiring further information 
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STIKK - STRIP* 
The New Bronze Self-fastening 
FRAME WEATHER STRIPPING 

Just peel the cover, press the adhesive backing to 

the frame of door or hinged sash. No solvent to 

evaporate or oxidize, it stays stuck and how! Sightly 
and efficient, it needs no tools, no carpentry, no skill 


to attach a professional-grade job in a jiffy at one- 
third the usual cost. 


BETTER ORDER YOUR SEASON’S STOCK NOW 
ADHESIVE METALS COMPANY 


1112 West Hillcrest Boulevard, Inglewood, Calif. 
* U. S. and Foreign Patents Pending 
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Get Ready For 
SELF-SERVICE 


To get the full advantages out of a self- 
service type of operation, layout, fixtures, 
and special departmental arrangements are 
necessary. 


OUR STORE IMPROVEMENT KIT... 

will help you to achieve the kind of set-up 
you want when you change over to self- 
service. 


It contains a large graph sheet and scaled 
modules, representing table and wall fix- 
tures, along with many ideas and complete 
instructions for effecting changes in store 
layout, full modernization or step-by-step 
improvements. Our readers may procure 
this valuable kit for one dollar ($1.00). 


Just circle the Inquiry Number (Appear- 
ing below this ad) on one of the Reader 
Service Cards between pages 68 and 69 
and you will receive the kit and invoice 
promptly. 


HARDWARE WORLD SERVICE BUREAU 
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BOTH OF YOU WILL LIKE 
y BOLTS 


AND 


NUTS 









Both you and your customers will be pleased with the 
exceptional package and the quality product. 

First because Lewis bolts and nuts are precision built, 
threaded to spinning fit, work better—look better— 
are better. 

Second because the tough colorful carton quickly 
identifies the size and type and “comes up clean and 
bright” even under rough treatment. 

Handling and selling the Lewis line is a pleasure. Ask 
us for details, 








BOLT & NUT CO. 


504. Maicolm Ave. 5. B. 





MINNEAPOLIS, MINNESOTA 
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ALL POSITION 


\Check 
VAT 


with the FAMOUS 
RUBBER POPPET 





Silicone treated 
Rubber Poppet can’t 
leak or stick. Sensi- 
tive in operation. 
Noiseless. Also sup- 
lied with Monel 
etal Poppet. 200 
lbs. pressure. One- 
piece brass shell. 
Seven sizes. Write for 
Bulletin 1002. 


Order from your jobber 
STRATAFLO PRODUCTS, INC. 


FORT WAYNE 1, INDIANA 
For Details Circle 46 on INQUIRY CARD 





63 











FOR LEASE 
Building suitable for Hardware Store, 
vacant. 6,000 sq. ft. space plus 1,200 
sq. ft. parking area. Choice location 
in center of Pittsburg, Calif. business 
district. Owner will remodel to suit. 
Salvatore Enea, Pittsburg, Calif. 
Phone Hempstead 2-2769. 


INTERIOR DECORATION 
HOME STUDY 


Announcing new home study course 
in Interior Decoration. For profes- 
sional or personal use. Fire field for 
men and women. Practical basic train- 
ing. Approved supervised method. 
Low tuition. Easy payments. Free 
booklet. Chicago School of Interior 
Decoration, 835 Diversey Parkway, 
Dept. 5519, Chicago 14. 


FOR SALE 
Hardware and Paint Store, Denver, 
Colorado. Downtown location, old es- 
tablished store for 39 years. Excellent 
reputation. Owner wants to retire. 
Jack Scott Hardware Company 1322- 
15th Street, Denver 2, Colorado. 


POSITION WANTED 
Contract Builders. Hardware Man. 
Estimator and Salesman would like 
position Western States. Address Box 
A-873, care HARDWARE WORLD, 
1355 Market St., San Francisco 3, 
Calif. 


SPECIALTY TOOL SALES 
WANTED 

SPECIALTY Tool Wholesalers to sell 
to woodworking tool retailers. $4.95 
TRI-PLANER fits any drill press. 
Used by professionals and amateurs. 
Write: Craftlines, 921-H East Cedar, 
Burbank, California. 




















Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimum 
charge ef $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








ITIES 


FOR SALES 


Producing Hardware, Steel and 
Industrial Catalogs 
Call 
Western Catalog Service 

(Established in 1942) 
Catalog compilation and production 
letterpress or offset processes. Tam 
C. Gibbs, Publisher, 2010 Center 
Street, Berkeley 3, Calif. Phone— 

AShberry 3-2321 


HARDWARE-ELECTRIC-MARINE- 
SUPPLY 


Well established, sales $92,000 year, 
good parking, A-1 franchises, good 
lease Northeast Ohio city, priced 
right. Apple Company, Brokers, Cleve- 
land 15, Ohio. 


COMBINATION 
Hardware and Auto Parts 
Doing $700,000 gross per year. Sell 
for inventory. Owner has made it. 
Real property can be purchased or 
good lease available. Sacramento Val- 
ley. Fastest growing area in the 
country. Write or phone Eves. IV 9- 
0469 Days IV 9-5822 Mr. Gillespie 
with R. W. (Bob) Cook, Ritr. 1717 

Fulton Ave., Sacramento, Calif. 











HARDWARE, STORE, S.E. Texas 
Land & Bldg. ineld. in sale. Fully 
equipt. XInt. potential. Priced right. 
Dept. 7986. 


HARDWARE STORE: N.W. Fla. 
XInt. Profits. In XInt. loc. near 2 
airbases, & in fishing resort. Priced 
to sell. Dept. 8078. 


HARDWARE STORE, So. Calif. Net- 
ted $10,000 last yr. Ideal loc. No com- 
petition. Compl. equip. Priced low. 
Dept. 23512. 


HARDWARE STORE —SO. WEST. 
ARK. General hardware, also han- 
dles sporting goods & appliances 
Good bus. loc. and xlnt. proposition. 
Dept. 8069. 


HARDWARE STORE, No. Cen. Wyo. 
Xint. profits. Establ. 60 yrs. Top 
franchises. Compl. equip. Priced low. 
Dept. 23629. 


CHAS. FORD & ASSOC., INC. 
6425 Hollywood Blvd., Los Angeles, Calif. 


HARDWARE STORE, So. Calif. in 
leading coastal city. XiInt. profits. 
Ideal mn. thoroughfare loc. compl. 
equip. Priced right. Dept. 23649. 


PLUMBING & HEATING COM- 
PANY, W. C. CALIF. Well establ. 
XInt. bus. site. Fully equipped. Good 
potential. Priced right. Dept. 23667. 


APPLIANCE STORE No. W. Ore. 
Carries Nat. known brands. Loc. in 
Irg. comm. area. All equip. incl. F.P. 
$10,000 Terms. Dept. 23771. 


HARDWARE AND ELECTRIC SUP- 
PLY N.E. NJ. Well established 
business. All equip. in xlnt. location, 
priced right. Dept. 42151. 


HARDWARE STORE S.E. CONN. lo- 
cated in shopping center. Well estab- 
lished. Fully equipped. Priced right. 
Dept. 42199. 


HARDWARE STORE No. E. Maine 
Loc. on water front. XInt. rept. since 
1910. All equip. incl. High profits, 
Priced to sell. Dept. 42264. 








Furniture Rest — Pintle Typ* 





Adjustable Rubber 
ion Glide 


a 


Bake!iie Furniture Rest 


S\ 


Bakelite Caster Cup 














DOMES o SILENCE 


RUBBER CUSHION GLIDES 


Wonderful for all wood 
and metal furniture. 
Glide softly, silently, 
smoothly. Set of 4 on 
a 3-color card. 6 Sizes, 
5”, %”, 1%, 1 1/16", 1%", 1%". 


PROMPT SHIPMENT 


Ask your jobber, if he is not supplied, write 


ROBERT E. MILLER & CO., INC.., 


35 Pearl St., New York 4, N. Y. 
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Tubular Glide 
Upholstery Nail 








Rubber 
Crutch Tip 





























... for tight, 


Squeak-free 
floors 


and stairs 


CF&I Screw Shank Flooring Nails assure you of 
tight, squeak-free floors and stairs .. . prevent buck- 
ling and cupping even under the severest wear. 


That’s because these nails are scientifically de- 
signed for use with hardwood floors. Their special 
long-pitched screw shank combines the advantages 
of both nails and screws—they drive easily, yet have 
the holding power usually associated with screws. 
And their holding power actually increases as time 





SCREW SHANK 
FLOORING NAILS 






passes and the wood fibers seek to return to their 
original position. 


What’s more, CF&I Screw Shank Flooring Nails 
have special points and thin shanks which end the 
problem of tongue splitting ...are made of oil-tem- 
pered carbon steel to resist bending while driving. 


For full information on CF&I Serew Shank Floor- 


ing Nails, just contact your nearest CF&I repre- 
sentative. 


THE COLORADO FUEL AND IRON CORPORATION 





Albuquerque * Amarillo * Billings * Boise * Butte * Casper * Denver * El Paso * Ft. Worth * Houston * Kansas City * Lincoln (Neb.) 
Los Angeles * Oakland * Oklahoma City * Phoenix * Portland * Pueblo * Salt Lake City * San Francisco * Seattle * Spokane * Wichita 
CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * Vancouver * Winnipeg 


3479 
For Details Circle 48 on INQUIRY CARD 





SASH CORD 


A quality cord priced to sell in volume. Con- 
nected 50 ft and 100 ft. hanks individually 
packaged in polyethylene bags. 1200 ft. and 
2400 ft. coils packaged in dispensing display 
carton. 


BIG BALL 
TWINE ASSORTMENT 


This is one of many King Cotton Assortments. 
Gives you a wide variety of twine with no: 
inventory problem. Balls are 25¢ sellers. 


CHALK LINE 


Top quolity, display packaged. Mason's Line, 
Layout Line, Furring-Out Line, Tile-Setting, 
etc. A ctaple, year rouni seller. 


BRAIDED MASON'’S LINE 


A good all year ‘round seller. Extra strong, 
non-kinking, non-caveling. Mason's Line, Chalk 
Line, Awning Cord, etc 


NYLON MASON'S LINE 


100% NYLON, twisted or braided. Excetient 
for Mason's Line, Chalk Line, Plumb Line, 
Pull Cord, Drapery Cord. 100 ft. spools in 
_ display box. Many other put-ups 


CLOTHESLINE 


The best grade that's priced to sell in volume. 
Connected hanks individually packaged in 


polyethylene bags. 


CLOTHES DRYER CORD 


A cord especially designed for replacement 
use on clothes dryers. Three 50 ft. connected 
hanks make flexible sale unit. 


DRAPERY CORD and 
VENETIAN BLIND CORD 
Ideal put-up for the home replacement market. 


Handy coils, cellophane wrapped, displey 
packaged, all standard colors. 


SNAP-SACKS 


These SNAP-SACKS are made from heavy 
gauge polyethylene with an elastic ‘Help 
Yourself'’ top. Mason's Line, Butcher's Twine, 
Chalk Line, Wrapping Twine, Jute, India. 


Be sure to send for 
our complete catalog. 





CORDAGE® 


JOHN H. GRAHAM & CO. INC. 
105 DUANE STREET, NEW YORK 8B, WN.Y. 
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